























DETERMINES VALUE! 





Now that the spotlight is again focused on Value, the leadership of Tandrite gains 
even greater emphasis . . . Tandrite’s unexcelled Quality and tanning technique pro- 


vide the ultimate in uniform color and long-enduring beauty. 











Lhe DKnckerlbocker & Prallern # LOC 


SHOE 


by the 
UNITED STATES SHOE CORPORATION 
CINCINNATI 7, OHIO 


E. HUBSCHMAN & SONS. INC. This flattering square-toed pump . . . accented 


with a petite bow ... is built on the much- 
PHILADELPHIA, PENNA. favored medium heel. 


HUBSCHMAN‘S CALF Color +567 
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*IDEAL QUALITY...that makes customers 


insist on Vitality always! 


Shoe-making wisdom and expert craftsmanship go into every detail 

of every Vitality shoe... from the styling inspiration through the last careful 
finishing touch! Such watchfulness, such a strict standard of 

every-time excellence means sat'sfied customers...who always come back 


and insist on Vitality more-for-your-money Shoes every time! 


more-for-your-money Shoes 
and Vitality Open Road Shoes for outdoor and campus wear 
Vitality Shoes for children 
Complete range of sizes and widths * Made by America’s largest shoemakers 


VITALITY SHOE COMPANY, DIVISION OF INTERNATIONAL SHOE COMPANY, ST. LOUIS 3, MISSOURI 
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When the Box Is Opened... 


Does the Finish Help the Sale? 


UNITEL 
FINISHES 


PRODUCTS OF 





B B CHEMICAL CO.. 


FINISHES FOR UPPERS 
BOTTOMS © HEELS © EDGES 


HIGHLY competitive selling conditions require that you 
give your shoes every advantage. Match the style and fit 
of your shoes with a finish that does them justice — a 
finish that appears as smart in the retail shop as when it 
left your packing room. 

Time takes a toll of finishes unless formulas are cor- 
rect for every run of leathers. Periodic checks by the 
United Finishing Specialist help you provide the perfec- 
tion of finish your customers appreciate and expect. If 
you have a finishing problem... or want to improve 


your finishes ... phone for a United Finishing Specialist. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, 


MASSACHUSETTS 
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Sueve. through 4 wom 


is elegance in leather. Long acquaintance 
with this finish makes discerning shoppers 
feel texture of leather just as they do of costume materials. 
TAN-ART Suede Kid is @ great assist in selling 
d color depth 


juxurious texture an 


Your comparison is 


in black, colors, and white. 
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AN-ART CO., INC. \ 


. 
Gloversville N.Y 
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Scotch Grains 


These three from 
Imported Martin's 


4. of [2 to sell on sight 


because lustrous, long-lived Scotch Grain is right for Fall. 
And you can DOMINATE the Scotch Grain business in your community. 
Choose any or all of 12 Taylor-Made Styles cut from Imported Martin’s 
and Barrett's finer grains. Peg them to retail about $14.95. 
Tie in locally, and aggressively, with our National Promotion of the Theme. 
Then size all 12 regularly, and profitably, from our In-Stock Department. 





Scotch Grain is another of our Finer Leathers Promotions for Fall. 
It’s directed to millions of men Nationally, backed by a remarkable 
Dealer-Aid Program locally. Let us tell you more about it. Write Dept. 3. 
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ell reserve your copy 


Fall Catalog 


serite Dept. 3 


E. E. TAYLOR CORP.. 275 CONGRESS ST., BOSTON 10, MASS. 
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® REAL FOOT LUXURY — 





second of four 


this 28 x 40 
6-color framed panel 


is the centerpiece of a 
Complete Window Promotion 
supporting National Ads 

in September and October 

on S-6018 in COLLIER’S 
and S-6074 in NEWSWEEK. 
There are Four for Fall. 








Your Sample Shoes 
| MAXIMUM SALES APPEAL 
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i —] Custom-Made for YOUR Shoes 


HALF FORMS 
No. 61 

















PERFECT FIT offered by Fairy Forms custom-made 
over exact duplicates of your own lasts . 

CORRECT TYPE OF FORM selected from the 
complete line of Fairy Forms, to highlight special features 
of your own shoes... 

These are the Fairy Form features that keep your 
sample shoes looking their very best. These are the fea- 
tures that give you the slight edge you need in today’s 
buyers’ market. 

Light-weight, flexible Fairy Forms can’t distort your 
sample shoes. They eliminate excessive weight and bulk 
that complicate packing. And they’re especially easy to 
insert and easy to remove — make it easy for your salesmen 
to demonstrate construction details. And remember — 


NON-FLAM Fairy Forms are SAFE! 














FULL FORMS 
(Sealed Back) 
No. 63 


Loos Back 
No. 65 





SIGE 


Send today for FREE COPY of Bulletin 312 
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SHOE FORM CO. INC., AUBURN, NVY. 


United Shoe Machinery Corporation, Sales Representatives 
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Spring-to-Fit Spee. Flex-t0-Fit 
IN CANADA: United Last Co., Ltd., P. O. Box 3000, Montreal, P. Q. 
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Is there anything NEW under Stormy Skies? 


DEFINITELY YES! 


The Fashion Cycle in Rubber Footwear switched 


10 years ago from 2-Snaps to Boots... 


TODAY Zt 2s switching again FUNDAMENTALLY 
toa NEW TREND — not just a restyling 


“The FRENCH BOOTEE” 


AGAIN — €ambridge is FIRST in Foot 
Fashion! AGAIN — YOU can be FIRST 
...and lead your field in introducing 
the NEW FASHION CYCLE of the 1950's 
. .. just as the nation’s smartest footwear 
merchandisers joined Cambridge in in- 
troducing the Television Boot Trend 
10 years ago — and cashed in profitably 
for years by their progressive merchan- 
dising. 


In the July 15th Recorder, you 
will meet our third FRENCH 
BOOTEE Family Member . . . and 
in the August 1 Recorder, the 
fourth — each last designed to 
FIT specific styling trends and the 
heels of today’s entire range of 
modern leather footwear. 


NOW Cambridge introduces the second 
of the FRENCH BOOTEE Family — the 
PROMENADE LAST ... born to really 
FIT today’s large volume of 14/8 — 16 8 
Low Cuban Heel Shoe Styles with smart 
neatness . . . designed with ample room 
to fit over platforms, raised seams, gillies 
— and today’s Buttons, Buckles and 
Bows without distortion . . . styled to go 
with the modern hemline of today’s 
smart feminine apparel. 


In the June 15 Boot & Shoe 
Recorder you saw announcement 
of the First of our new FRENCH 
BOOTEE Family — The CASUAL 
LAST . . . che FIRST Rubber Foot- 
wear Last designed specifically to 
FIT modern Casual Shoes. 


See the new €ambridge FRENCH BOOTEE FAMILY before 
you buy for your Fall Rubber Footwear merchandisir:g. 


... No Resistance at the Fitting Stool — 
Easily Sold because EASILY FITTED! 


| 
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THE Cambridge RUBBER COMPANY 


FURST in Foot Pachion 


CAMBRIDGE 39, MASSACHUSETTS 
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Wrinkle-Free Toe Linings 
AND NO QUESTION ABOUT IT! 








BUILD COMFORT AND SALES WITH *CELASTIC! 


For over twenty years Celastic box toes have brought positive 
toe comfort to men, women and children. The assurance that 


toe linings are permanently secure . . . in one style or one hun- 





dred . .. in one shoe or one million, is the Celastic contribution 
to toe comfort. Good will and consumer satisfaction accumu- UNITED SHOE MACHINERY 
lated by year after year of Celastic performance prove that it’s CORPORATION 

good business to provide your customers with the best. BOSTON, MASSACHUSETTS 


*” CELASTIC” is a registered trade-mark of the Celastic Corporation 
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A dependable source for all your needs, a single supplier 





to serve you. For Dress, Sport and Casual Shoes with plenty of “sell”. . , 
depend on Flex Step! 













TEXAN 
Antique Brown, Black, 
Wine and Green Elk 


Also plain loafer, no buckle, 
Antique Brown, Red, Black 
S 5% to 9 

M4to9 


$450 


Net 







SKYLARK 
Black, Brown, Blue 
Forest Green Suede 


Cuban Heel . . . Black Suede Only 


$ 5% i039 
M 4 to 9 _—— 
$475 . 
Net 
Order Early To 
Assure Prompt Delivery BUTTONEER 
On Fall Orders Black Electrostatic Suede 
M4to9 
FLEX STEP SHOE CORPORATION $g20 


Kricher, Rogers & Fischer 
Women’s Dress, Sport and Casual Shoes 
20 NORTH FOURTH ST., PHILADELPHIA 6, PA. 
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a ae Kangaroo Tanners Campaign 
to sell more shoes of Kangaroo 
starts this Fall in 


red 





y Kangaroo advertised in 
b. (ks LIFE Oct. 3rd 





/ 4, Kangaroo advertised in 
Lj LIFE Oct. 17th 








f4 ‘hee homed in 
/ (4 LIFE Oct. 31st 
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4, Y Kangaroo advertised in 
4 7 UFE Nov. 14th 
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one” Reaches men of 26,000,000 families 


all over the country; your customers for 
Kangaroo Shoes 


Here’s your chance for a jump in profits — this intensive campaign to 
sell more shoes of comfortable Kangaroo leather. 


Kangaroo is the lightweight, long wearing, attractive leather that 
has had years of popularity in both dress and athletic shoes for 
men. Its gentle pliability makes Kangaroo the perfect leather 

for comfortable shoes for day-long wear. The big LIFE story on 
Kangaroo shoes will be enhanced by LIFE tie-in dealer aids. 

Plan to stock up on Kangaroo shoes — take advantage of the 
Kangaroo campaign—and your sales are in the bag! 
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Miller Trees mean business — 
extra business! When you've made a 
sale, the customer is in the right 


| frame of mind to buy a pair of Miller 
M i L L E R T R & E S ; Trees. He'll appreciate your pointing 
out the way to extend the life and 


MA KE . @ looks of his shoes. 


Miller Trees sell quickly — faster 
we lM Ld 


than the shoes themselves — because 
SALES! 


nanan 









there’s nothing to take off or try on. 
Miller’s are available in four sizes, 
fit practically all shoe sizes by easy 
adjustment lengthwise. Self adjusting 
for width. What’s more, they feature 
foreparts modeled like a shoe last 
and bottoms hollowed out to allow 
for metatarsal pads. Shoe stores 
everywhere are proving that money 
grows on Miller Trees! 





O. A. Miller Treeing Machine Company 


Branch of United Shoe Machinery Corporation 
PLYMOUTH, NEW HAMPSHIRE 
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“A drop of sweat 
convinced me-— 





... that I was paying for 
Air Conditioning but not 
getting TS dal 











“Tt was a blistering hot week. Busi- “T stayed late—studying sales records “And the Airtemp people proved it 
ness was off about 259 —my help to find the reason. A drop of sweat with many examples of how their 
were disgruntled and inefficient, and rolled off my brow, hit the paper and ‘Packaged’ Air Conditioning changed 
began skipping work. I tried to figure spelled out the answer: losses to profits. We soon had one, and 
what was wrong. AIR CONDITIONING! it quickly paid for itself!” 


For THE finest value in air-conditioning 


equipment, choose Chrysler Airtemp. It’s fac- Come te: 
tory-assembled. factory-tested, backed by 12 

years of proved dependability. Each unit has anes yeti cong with CONDITIONED 
the famous Airtemp Sealed Compressor for This b “ful Hi 7 iY oo 
longer life. Handsome cabinet, beautifully fin- peer Ses public i vd iE CHRYSLER 
ished, fits into small area (only 4.7 sq. ft.). Only vir dimcundiieanl phe. = 





3 simple connections—no complex duct-work. 
Remember: more Airtemp “Packaged” units 
are in use than any other make. Get further 
facts—mail the coupon or call your local dealer. 


(See Yellow Pages of Telephone Directory.) Mail this coupon today! 


Chryster 











AIRTEMP DIVISION OF CHRYSLER CORPORATION 
DAYTON 1, OHIO 


ae 
Gi temp Send “Packaged” air-conditioning information to: 




















“‘PACKAGED” AIR CONDITIONING Nome eee ketconoseaibtnacaes osneaae 
CENTRAL STATION SYSTEMS te io * 
HEATING AND COMMERCIAL REFRIGERATION Phone 
Kind of busi 











AIRTEMP DIVISION OF CHRYSLER CORPORATION 
DAYTON 1, OHIO 
In Canada: Therm-O-Rite Products, Ltd., Toronto 
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Be Their Shoe and Foot 
Adviser! It Pays! 


What too many shoe merchants and their 
fitters overlook is the fact that 90°% of 
the customers they face at the fitting stool 
have a common foot ailment of SOME 
kind! It may be a corn, callous, bunion 
.. . Athlete’s Foot . . . a weak arch con- 
dition—or simply “‘hard-to-fit” feet. 


The point is that these people are 
extremely conscious of their foot troubles 
and are usually glad to see the fitter take 
an interest in their foot and shoe problems. 


The number of “‘double sales” that can 
be made this easy way is amazing. Try it 
yourself and see! 


Feature Scientific, Nationally Advertised 


Dr’ Scholls 


Foot Comfort* Remedies, 
Appliances and Arch Supports 


Everybody knows about and respects 
Dr. Scholl’s Aids for the Feet for their 
superior quality, value and effectiveness. 


The investment they call for is small, 
the profit generous and the turnover 
rapid. If you want to be schooled in the 
work of Foot Relief, our Educational 
Department will teach it to you at no 
charge whatever. Write for further in- 
formation today! 


THE SCHOLL MFG. CO., Inc. 


Largest Institution of its kind in the world 
213 W. Schiller St., Chicago 10, Ill. 
62 W. 14th St., New York 11, N. Y. 


*Trode Mark Reg. U.S. Pot. Off. 


14 


EXAMPLE: 70% of your customers 
* have weak or fallen 
arches. The symptoms are tired, aching 
feet, rheumatic-like foot and leg pains, 
sore heels, or pains, cramps, callouses on 
bottom of feet. There is a Dr. Scholl 
Foot Comfort* Arch Support to meet 
every kind and d of foot arch 
weakness. Made of all metal, metal and 
leather, all leather, leather and rubber 
and plastic. 


\ \y \\ 


EXAM PLE: 90% of the customers you fit with shoes have either corns, 
* sore toes, tender spots from shoe friction and pressure, or 

callouses, bunions or soft corns between toes. Dr. Scholl’s Zino-pads instantly 

relieve these painful symptoms, while the separate medications included speedily 

remove corns and callouses. These thin, soothing, cushioning, protective, na- 

tionally advertised pads—the largest-selling pads for the feet 

in the world—can be sold in quantities in your store. 


Dr. Scholl’s Foot Powder has 
EXAM P LE: a tremendous sale in shoe stores. 
Wonderfully effective in ae new or tight shoes, 
relieving sore, tender, chafed, hot, perspiring or 
odorous feet and helping destroy foot odor in shoes. 
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so much in vogue that it’s on 
VOGUE'S May 15th cover 
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COLONIAL TANNING COMPANY, Inc. 


BOSTON I1, MASSACHUSETTS 





COMFORTABLY 
MASCULINE cnc’ 


That's why Gallun’s Cretan Calf 
is the leather that sells your shoes 


Handsomely rich Cretan Calf puts a warm gleam 
into the eye of every discerning man, For shoes 
fashioned from this distinctive vegetable 
tannage reflect virile good taste. 

But the finest thing about Cretan Calf is comfost. 
Like all Gallun vegetable tannages, it is glove- 
soft at the first wearing. It stays that way, too, 
despite repeated wettings and dryings. 

And the outstanding comfort and appearance of 
Gallun vegetable tannages weaken buyer resistance. 
Be sure to check the Gallun numbers, when ordering 
your stock. A. F. Gallun & Sons Corporation, 
Tanners, Milw: ” Wisconsin 


Cnclan C. 


ONE OF THE FAMOUS GALLUN VEGETABLE TANNAGES 
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» Jarman 
rainadiers 


Men everywhere will welcome ruggedly masculine Jarman “Scotch Grainadiers,” 

handsome patterns to insure volume sales during foothall weather. They're 

styles that will attract repeat customers, increase your volume and profits. 

The three styles shown aboye are backed by national advertising in The Saturday 

Evening Post and Esquise, and further promoted with the point-of-sale aids 

Jarman makes available to dealers—a complete kit containing everything you want 

and need to spark your promotions. For complete information on Jarman’s 

distinctive new styles and Jarman’s plan to promote them. write: 

JARMAN SHOE COMPANY © NASHVILLE, TENNESSEE 
DIVISION OF GENERAL SHOE CORPORATION 


1924 + Our First Quarter Century of Progress - 1949 


‘ 


TO RETAIL AT 


$995 lo $1395 


SOME STYLES HIGHER 


SHOES FOR MEN 





PAYS FOR ITSELE...AND THEN PAYS YOU! 
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Here’s a modern, streamlined National Cash Register — 
plus a built-in adding mechanism which you can use at 
any time without disturbing the cash register records. All 
at a price within the reach of any retail business! 

Stops mistakes in addition. Speeds service. Shows sepa- 
rately the price of each item in a purchase, and the 
mechanically-added total of all items. Prints a record of 
every transaction — automatically distributed in separate 
columns for any 8 classifications desired. such as depart- 
ments, selling employees, services, commodities, etc. 


71. 


Notations may readily be written opposite any entry. 
By mechanizing your cash control and record keeping, 

the National “200” gives you a better. simpler, easier way 

of preparing accurate and complete business records. 

You get information that makes money for you, as well 

as protection that saves 

money for you. See the 

National “200” at your 

local National Cash Reg- 

ister office today! 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
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GETTER EVER”... 
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say JUMPING-JACK DEALERS 
from coast to coast!! 
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—C. B. Larrabee, publisher of that highly re- 
garded and much-quoted magazine PRINT- 
ERS’ INK, is responsible for the following 
eulogy on Business Papers: 
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JUMPING-JACK 
BROWN BOOT 


“Never before has the business paper been so 
important to the business man. A good busi- : 
ness paper has many eyes that can look in Pe 2 erica 
all directions. It has many legs that can : 
explore into even the more obscure fringes 
that are so frequently found in the incipient 
beginnings of revolutionary changes. It has 
many minds to assess the results brought 
to it. 

“A businessman can get from no other source 
the specialized, almost custom-tailored kind 
of help that he gets from the good business 
papers in his own field of activity.” 


—NMr. Larrabee gets the same thrill from working Ps 
on Printers’ Ink that we get from working on OY 
the Recorder. —— 


“There is an excitement, a stimulation in 
working at the center of things, in piecing 
together in one coherent whole the many 
scattered and apparently unrelated threads 
that make up the fabric of marketing today.” 


—In conclusion, Mr. Larrabee (Larry, to us), 
says: 
“That is also why it is almost safe to say 
that you can tell the progressive executive by 
the business papers he reads.” 


FOR ALL CHILDREN 6 MONTHS TO 4 YEARS 


FU Tb. VAISEY-BRISTOL SHOE COMPANY, INC 
| eee _ ROCHESTER 3, NEW YORK 


MONETT MISSOUR . SKOWHEGAN, MAINE 


President 
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CLE As Nationally Advertised in “SEVENTEEN” August, 1949 Gun) 


“Let’s just walk ’n’ talk” 


Wolking’s o joy when you're wearing Lazy-Bones. These fexible-shonk 
Goodyear welt shoes pep you up os you step along — massage the muscles of your 
isn't all Lazy-Bones offer . . . just wait ‘til you see their smart styling. 
Thot's something totalkebout! 
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The Army and Air Force, effective July 1, instituted a clothing 
monetary allowance system for enlisted personnel, as had been indicated on this 
page six weeks ago (May 15, p. 74). A similar system exists in the Navy. 


On entry into the service, the soldier will now be given without 
charge an initial allowance of clothing. A monetary allowance is set up against 
which clothing and footwear may be drawn to meet future needs. Any unused 
portion of this allowance will be paid to the soldier at the end of his enlist- 
ment period. 


It is expected that this system will result in substantial savings due 
to more efficient supply discipline in issuance, use and upkeep of clothing. 


The new system applies to inductees, one-year volunteers, enlistees or 
re-enlistees in Army (and Air Force except aviation cadets), and enlisted 
reservists ordered to active duty for more than 90 days. 

. ee a ee 

The decision by the Army, Navy, and Air Force to start collecting 
federal excises in post exchanges and ships' service stores is regarded by 
Congress as "a step in the right direction." But many senators and representa— 
tives feel that the question of service store competition with private retailing 
is far from settled. 


Although the services are now using a combined Army-Navy-Air Force 
list of some 230 commodities—-including shoes, luggage, wallets and other small 
leather goods items—-which may be sold in the service stores, military personnel 
still are free to place special orders for goods not stocked. The House Armed 
Services Committee says there are about 374 service stores in the United States. 


The new combined list places a $40 limit on luggage, including trunks, 
foot lockers, and duffle bags. A $5 limit has been placed on wallets. No limit 
is placed on the resale price of other leather goods, but the 20 per cent 
federal excise tax must be collected on all items, beginning not later than 
August 1, 1949. 
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The Comptroller General of the United States has ruled that the 
military services cannot award shoe contracts to small manufacturers if they are 
not the low bidders. In other words, the ruling means that low bid is still the 
controlling factor and takes precedence over so-called "small business" portions 
of the military procurement regulations. 


This means that the Army, Navy and Air Force will not be able to make 
contract awards similar to those which the Navy granted several months ago. In 
this instance, the Navy originally asked for bids on 700,000 pairs, broken down 
into only large lots, and then withdrew invitations to bid, later re—issuing 
them in five smaller lots, enabling smaller manufacturers to participate. At 
that time (BOOT AND SHOE RECORDER, March 1), it was pointed out that this pro- 


cedure "set no precedent in Navy purchasing." 
2 ee 


























Military Government in Germany reports substantial success with the 
Jedermann Utility Program, which was organized last Fall to bring shoes, cloth— 
ing and other necessities to the average person at prices within the reach 
of all. 








The program calls for production, among other consumer goods, of shoes 
at prices 30 to 40 per cent below pre-program shoes of like quality. What sets 
these apart from earlier postwar goods are their uniform quality and their 
prices. Prices ranging from Dm 24.50 to 29.50 ($7.35 [Turn To Pace 55, PLEASE] 
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Children’s shoes 


Here is another fine example of Fleet-Air's 
beautiful line for Fall “49 . . . a line so complete, 

so top-bracket in quality. so reasonable in price 

that stores everywhere are featuring it. When you 

sell Fleet-Air, you offer the line that value-conscious 

customers want. Why aren't you an Authorized Fleet-Air Dealer? — 


* Suggested retail price: $6.00 to $6.50. 


EBY SHOE CORPORATION j¢™ 
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Nationally 
Aduertized 


Vogue 
Harper’s Bazaar 
Mademoiselle 
Glamour 
Charm 









the 
fashion 
whirl 
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ALLURING FOOTWS 


Seen in HARPER'S BAZAAR July Issue 


Shoemakers Since 1874 


TWEEDIE FOOTWEAR CORPORATION - JEFFERSON CITY, MISSOURI 
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RANDOM QUOTES from an ar- 
ticle “FASHION IS MY _ BUSI- 
NESS” by Stanley Marcus of Nei- 
man-Marcus, Dallas, Texas: 

“As a result of mass production, 
mass publications and mass distri- 
bution, the general level of fashion 
in America is pretty high—certainly 
the highest in the world. . . . 

“We, in our store, believe that if 
we can satisfy our most discriminat- 
ing customers, we shall have little 
difficulty in pleasing those who are 
less demanding. . . . 








“The real art in retailing, as 
in politics, lies in keeping in 
time with changing public sen- 
timent.... 

“The taste of the general public 
isn’t as good as that of the sophisti- 
cated minority but it isn’t as bad as 
most manufacturers and retailers be- 
lieve it to be. The public will buy 
bad taste in merchandise if it has no 
choice but it will respond to any 
product in good taste if that product 
is presented at the right time—with 
authority. ... 

“The greatest problem in 
fashion forecasting is to know 
when a good trend is in its 
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ascendency — when it reaches 
its peak and when it is begin- 
ning to decline. A fashion is 
usually unprofitable in its primary 
period because not enough people 
want it. It becomes profitable at 
adolescence and reaches its full 
profit state of maturity when large 
numbers of people are clamoring 
Sr... 

“Fashion business is not a science 
and it is as difficult to score 100 
per cent in fashion prediction as it 
is for the economists to forecast a 
bull market. The margin of success 
in both cases lies in being right 
much more often than being wrong 
and you can’t be right unless you 
are willing to take a chance.” . 


“In the fashion business it is 
as necessary to fit the mind as it 
is the body.” 


* * * 


J, LAWRENCE LISSON, manager 
of the Regal Shoe Store, Syracuse, 
N. Y., says: 

“Our sales during the second 
quarter of the year will be good, ac- 
cording to present indications, and 
I expect a similar situation prevails 
in other shoe stores here. During 
the Winter, we had to contend with 
heavy unemployment, which did not 
help business any. The fact that we 
made a good showing during that 
period leads me to believe that the 
seasonal increase in industrial ac- 





tivity will stimulate shoe sales con- 
siderably. 

“One reason | feel confident of 
the near-term future is that we are 
giving good values at present prices. 
Apparently our customers realize 
this for they do not seem very price- 
conscious. Probably, the most im- 
portant thing for shoe retailers to 
remember is that we are now in a 
buyers’ market and must plan ac- 
cordingly. In our store we are giv- 
ing better service than a year ago. 


1950 19 









1948 | 1949 








This has been a great help in satis- 
fying customers who are constantly 
becoming more exacting in their 
demands. Service can be improved 
even further, with worthwhile re- 


sults.” 
F * ¥* 


J. E. JACOBSON of Jacobson’s 
Footwear, Philadelphia, Pa., says: 

“Specializing in women’s and ju- 
venile’s shoes, we feel that our ex- 
periences are a little different from 
those of a regular family shoe store. 
Our customers always seem to be 
women (with children) who are out 
to do a double job at one time. They 
usually have a definite plan of econ- 
omy to follow that will supply both 
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with shoes on the one shopping trip. 

“We have been carrying standard 
and nationally advertised brands for 
years but recently have been obliged 
to add to our women’s stocks a line 
of unadvertised shoes. This we did 
to help bring the price of two pairs 





of shoes down for some of these 
people who need this advantage. 
Although these women always want 
the best for their children, they are 
willing to compromise quality for 
price for themselves. They will 
gladly settle for a less expensive 
pair of shoes for themselves in or- 
der to buy that good pair of shoes 
for the child. When they want shoes 
for their children they usually have 
a brand name in mind and trying 
to sell them an unbranded or 
cheaper shoe for the child is a much 
harder job than doing the same 
thing when it comes to shoes for 
themselves. 

“Most shoe dealers with whom 
I have spoken are cautiously opti- 
mistic about the future business and, 
as a whole, are looking to a pretty 
good season ahead. Our job will 
continue to be keeping the public 
interested in shoes and our supply 
of good reasons—variations in shoe 
styles coupled with the best quality 
merchandise—will offset too much 
talk on the subject of price.” 


* * * 


WE have received an order for a 
Shoe and Leather Lexicon from 
Frank Harl; and have been simply 
intrigued with his letterhead for it 
reads: FRANK HARL, Director, 
Chamber of Commerce; President, 
Sportsmen’s Club; District Chair- 
man, Boy Scouts; Teacher, Boys’ 
Sunday School; School Director; 
Counselor, Youth Fellowship; Man- 


ager, Baseball Club; Vice-Presi- 
dent, Married People’s Sunday 
School .Class; ALSO “YOUR 
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HOME TOWN SHOE MAN” of 
Punxsutawney, Pennsylvania. 


* * * 


RAYMOND TWYEFFORT, men’s 
custom tailor in New York, says: 

“The reason there has been a 
slump in all men’s wear is due to the 
fact that there is no more fun in 
drab clothes—hats or shoes—as 
compared to the colorful irresisti- 
bility of new, appealing motor cars 
and television—all seeking that lim- 
ited consumer dollar. 

“It is a ‘must’ for the men’s shoe 
industry to use color. Now is the 
time to give Man a lift so that he can 
overcome his inferiority complex. 
Color is male, isn’t it? Therefore, 
let’s recognize it and publicize it to 


the men of the nation. Color is 
just as essential to a vigorous men- 
tality as a well-balanced diet. Amer- 
ica needs a mental shower bath to 
rid us of drabness, so bring on the 
colorful parade of stimulating, emo- 


tional, color merchandise. 
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“Out of desperation, the men’s 
shoe planners and designers have 
awakened to the use of color. Blue 
shoes will be the hit of a decade, 
I predict.” 
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“Also, the new plastic soles afford daylight for your tired, aching feet." 
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Need for Sound Economics 


Mosr of the comment on the current business reces- 
sion that comes from what might be considered well- 
informed sources is devoted to pointing out the differ- 
ences between underlying conditions at the present time 
and those which existed at the beginnings of the depres- 
sions of 1920 and 1929. It is generally assumed that 
because of these differences the recession that we are 
now experiencing is likely to prove much less serious 
than either of the others and of shorter duration. 

We sincerely hope that the commentators are correct 
and that events will justify their reassuring prognosti- 
cations. Whether these forecasts are fulfilled, it seems 
to us, may well depend on how much business men, 
labor and the government have learned from past ex- 
perience and to what extent they are prepared to face 
the realities of the situation and apply the principles of 
sound economics. 

Actually developments on the business front since the 
first of the year have not conformed in any very marked 
degree to the pattern outlined by the prophets. Except 
perhaps in the automotive and building industries, the 
Spring expansion that was so widely predicted has 
failed to materialize. Instead of decreasing with the 
advent of Spring and the re-employment.of many agri- 
cultural workers, unemployment has continued to rise. 
while the volume of production and industrial activity 
have continued to decline. 

Some of the commentators have ventured so far as 
to assign a fairly definite duration for the present 
recession, the end of 1949 and the middle of 19509 having 
been mentioned as probable dates for the turn of the 
tide. We don’t know on what facts or information such 
timetables are based, but here again we think the course 
of events is likely to depend in a very considerable mea- 
sure on the time it takes to recognize and correct certain 
maladjustments and on the kind of measures that are 
applied by business and government to cope with what 
appears to be the first serious economic emergency we 
have had to face since the end of World War II. 

One of the first effects that the Federal government 
has experienced as a result of the recession has been the 
clear indication of a sharp decrease in its own income 
from taxation. Congress has shown a commendable 
awareness in recognizing the gravity of this problem but 
it remains to be seen what action will be taken to meet 
it. Either some proposed expenditures which are con- 
sidered to be desirable must yield to the need for econ- 
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omy. taxes must be increased or the Treasury must face 
a deficit. As we see it, the first alternative is the one 
that holds least danger to the economy and the third is 
the one that should on all accounts be avoided. You 
cannot cure a recession that is the consequence of in- 
flationary excesses by piling on more inflation. At best 
you can merely postpone the day of reckoning. but that 
unfortunately is the kind of a solution that usually 
appeals to politically-minded government officials. 

Naturally everybody wants to be optimistic regarding 
the recession and nobody hopes more than Boot AND 
SHOE RECORDER that the optimists are right. But it 
seems to us there can be an element of danger in false 
optimism of the kind that tends to obscure the vision 
of business executives and lulls them into a mistaken 
sense of security. If the present trend is to be reversed 
and business is to be improved, certain things must be 
done along the lines of sound economics and wise busi- 
ness procedure. They are less likely to be done, or their 
doing is more likely to be delayed if business men relax 
into a state of complacency on the assumption that 
everything is going to be all right. 

The causes of a business recession are sometimes 
easier to trace than its course or its cure. On the face 
of it, the current correction would seem to resemble in 
its origin if not in its character or severity that of 1920 
and 1921. Acute postwar shortages that created a com- 
pelling demand for many products have gradually dis- 
appeared and production has, in many lines caught up 
with effective demand. Under such conditions, the situ- 
ation tends to revert to some semblance of that which 
existed before the war. That perhaps represents a rough 
approximation of the type of readjustment that is now 
in progress. 

« To restore production and trade to a healthy and satis- 
factory basis some adjustments in costs and prices will 
undoubtedly have to be made and in some cases they 
will prove difficult and painful. They will call for a 
more cooperative attitude on the part of labor than has 
been evident, for example, in the New York shoe market 
in recent months. 
executives should be able in these days to read the hand- 
writing on the wall and realize that the extent and dura- 
tion of the recession will depend in a very large measure 
on how far and how fast they are willing to move to 
bring wages, costs and prices into line with consumer 
thinking and the realities of today’s market conditions. 


Union officials as well as business 
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Selling PALL Accessories 


Handbags, Number One Ac- 
cessory in Many Shoe Stores, 
Are Available in Many Inter- 
esting Patterns, Leathers and 
Colors to Coordinate with 
Fall Shoes. Careful Buying 
and Well-Timed Promotions 
of Shoes and Bags Will In- 
crease Your Style Prestige 


and Bring in Extra Business. 


: i ane All-over natural color Java lizard 

by ELEANOR M. RUTTY in town walking shoe, a Shenani- 
gan from M. Cohen. Matching bag 

by Galco. For early Fall or late 

Summer dressier daytime clothes, 

black suede trimmed with white 

snakeskin in graceful sandal from 

Miami Footwear and bag from 

Stylecrajt, both of Miami. Florida. 


“Camel” new tan color featured in 
shoe from Town and Country 
Shoes, with matching Coronet bag 
and Myers Make gloves, shown 
against a swatch of camel’s hair 
fleece and a tweed mixture of the 
camel color and a dark green, both 
from Balkin & Keane, Inc. Note 
matching green suede tongue of 
this bicycle shoe slated for back- 


to-college promotion. 















Promotion: 








Program 


THE shoe store that isn’t thinking in terms of bags co- 
ordinated to shoes is missing the chance of a handbag 
sale with every fifth or sixth, perhaps even with every 
second or third, pair of shoes. Even more, there is the 
chance of losing some shoe business, too, if another 
store can supply style-minded customers with bags 
matched to shoes. The retailer who is not giving serious 
consideration to this constantly growing demand for 
coordinated accessories is not, in our opinion, a very 
smart merchant. 

Of course he, in turn, is dependent upon close col- 
laboration among shoe and accessory manufacturers. 
That these manufacturers are more and more aware of 
their obligations to the retailer is very apparent. The 






















shoes and bags illustrated here are a good example of 
what is happening. In every instance the coordination 
was a joint undertaking. This fact should give added 
confidence to the retailer who is in the market for the 
best obtainable values; best from the point of view of 
materials, workmanship, style and price. 

While the shoe store carrying an adequate stock of 
bags is increasing its selling potentialities, it is also add- 
ing to its merchandising responsibility. Correct selection 
of a few outstanding styles in shoes and coordinated 
bags plus well-timed promotions will bring in much 
better business than a greater variety in coordinated 
bags and shoes. Here is how we think that we should 

[TURN TO PAGE 47, PLEASE] 






Above — Dressy closed strap 
shoe in Flemish Blue calf with 
silver kid piping, from Tweedie 
Footwear.” Matching “Bridge 
Table” purse, designed to be 
small enough to lay on table, 
from J. Klein. 


Left—For smartly tailored cas- 
ual wear, this Lissak shoe and 
Schoenfeld Wolff over-shoulder 
bag at the right, both in popu- 
lar two-tone combination. Left: 
Casual shoe and bag in youth- 
ful Cherry Red elk, attractive 
team for early Fall wear on 
country trips or college cam- 
puses. Both from Cobblers. 


















EVERYBODY'S 
avo SHOES 


a2 ~ 

CE 
Below: Soft, ventilated and 
sturdy, with cushioned rub- 
ber sole for square dancers i 
who like its non-slip fea- 
tures, this smart two-strap 
shoe is by Federal, courtesy 
of Mary Lewis, New York. 
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Everybody's Doing American Folk Dancing— 
Square Dancing If You Prefer the More Popular 
Name. All Ages, Children, Young Folks and 
Older. An Active Exercise, It Calls for Shoes 
That Give Both Freedom and Support. 


From country granges, where it has always been popu- 
lar, to big city recreational groups, square dancing is 
sweeping the country. To Miss Margot Mayo, well- 
known teacher, exponent of folk dancing, folk music 
and folk-lore, and author of The American Square 
Dance, it is entirely inaccurate to speak of the “revival” 
of square dancing, since it has always been danced in 
this country without interruption. 

Today, “City Billy.” as well as “Hill Billy,” is swing- 
ing his partner in increasing numbers, and finding good 
fun and sociability, as well as physical and mental ex- 
ercise in it, since dancers must be alert in every way 


30 


», TO GO 


DANCE.. 


WiTH IT 


















Above: Leather sole with 
cushioned platform, broad 
low heel with supporting 
wedge and high-riding vamp 
to hold firmly on the foot, 
make an ideal square dance 
shoe by Penaljo, courtesy of 
Franklin Simon, New York. 


Above: Adjustable cross-straps, functional as 

well as decorative, are a feature of this soft, low 

heel wedge. The straps can be crossed at ankle 

or, by crossing under the instep, the wearer can 

insure firmer adjustment for the active square 

dance steps. By Sandler of Boston, courtesy of 
I. Miller, New York. 


to follow the caller’s instructions. In New York, the 
Central Park Mall is seeing a square dance festival every 
Summer Saturday evening. One of the big armories in 
this city is also the scene of regular square dance eve- 
nings. St. Louis recently held a National Folk Festival. 

[TURN TO PAGE 57, PLEASE] 
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We Sold Em by the Dozen 





by PATRICK A. MORGAN 





IT seems like the day before yesterday that I walked 
into the wholesale shoe house of Educator Shoes in 
Chicago and said to the silvery haired manager, “I 
came in to get that North Dakota job.” For as long as 
I could remember, I could see those advertisements 
showing “Feet that grew straight in Educator Shoes and 
feet that grew crooked in ordinary shoes.” 

Through their national advertising Rice & Hutchins 
shoes had grown from a small shop to a corporation 
with eight factories and nine wholesale houses. The 
Chicago plant was managed by W. G. Colvin. who was 
loved by every member of his organization. His office 
was a glassed-in space in the main entrance room and 
you walked right in and shook hands, got a warm smile 
and the whole procedure of “getting the job” didn't 
take over thirty minutes. He didn’t ask about a college 
degree or your social background. He just sized you 
up and said, “You'll do.” 

With eight trunks and a formidable array of litera- 
ture, including copies of the ads in The Saturday 
Evening Post, my first stop as a full-fledged traveling 
man was at Fargo, North Dakota. There were no radios 
in the hotels, no room service and very few rooms with 
bath. For fifty cents a meal and a dollar a night you 
lived off the fat of the land and stopped at the elite 
hotels. Horse drawn buses met every train and un- 
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A Story of the Heyday of the Traveling Man 
When the Size of the Order Was Determined 
by the Size of the W hopping Stories the Sales- 
man Could Tell the Small Town Merchant. 


loaded scores of traveling men at the hotel door. Most 
hotels had their own buses and competition was keen 
with the drivers calling out their hotels and reaching 
for your suitcases. The trunks came later by dray and 
you spread green velvet cloths over the sample tables 
and arranged hundreds of samples around the room. 
On a table in the center of the large room were the 
order books. a bottle of whiskey and a box of good 
cigars. 

Those were the days. No intrigue, no high pressure, 
no barrage of high-powered mail. You just walked in 
without an appointment, got your man and proceeded 
to tell the snappiest stories of the day with a few em- 
bellishments thrown in while he selected styles and you 
jotted down the dozens. Each store had what is now 
known as a clientele and they bought what the mer- 
chant selected for his stock. 

[TURN TO PAGE 50, PLEASE] 
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Master sheets are kept for each month, on which total sales in each classification are entered daily. This 
serves as a guide for future buying. 


How to Install a SIMPLIFIED 


THE average small merchant is more often in hot water 
over his poor buying than over his ability to entice cus- 
tomers into his store and sell them something. Because 
of the cooperation of national brand manufacturers, the 
advertising problem and promotional part of running 2 
store is fairly well taken care of. We'll take it for granted 
that the average small merchant can sell, and that his one, 
two or half-dozen full-time help are fair salesmen, too. 
That brings us right back to this buying problem. 

A small merchant knows that certain numbers sell and 
are a staple part of his stock. He keeps the numbers 
sized up and depends upon them for a huge percentage 
of his sales. What he overlooks is the fact that often he 
duplicates on the buying of these numbers, or goes hog- 
wild in picking up new style items for seasonal selling. 

The truth of the matter is that even if he picked all the 
right styles. pairagewise he has overbought so much that 
with the volume of business he does, and the number of 
customers he sells, he can never hope to sell all the shoes 
he bought. 
the average man has neither the time, the patience nor 
the desire for the shoe store stock control system as it 


That sentence suggests stock control, but 


is known today. 

Now, we run a shoe store in a Midwestern town of 
approximately 22,000 population. We handle top brands, 
cater to a slightly above average clientele and do a nice 
volume of business. Our problem has always been buy- 
ing—buying enough of the right kind of merchandise 
for our volume of business. In the past. we were usually 
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overbought. with the result that even though we were 
enjoying a grand volume, we were falling behind in our 
payments. 

The trouble seemed to be with the amount of shoes we 
were buying. not with the types of shoes—although we 
make our style mistakes, too. 

Here is the system we installed to get our buying into 
line. It is simple and it works. Most important, it takes 
very little time and effort, and only a minimum of coop- 
eration from the salespeople. Even the time needed to 
enter the records is very small. 

The first and most important part of the system was 
to gather essential information. We broke our stock 
down into seventeen major divisions. They were as fol- 
lows: women’s style shoes at $9 and above; women’s 
style shoes at $8.95 and below; women’s arch shoes at 
$9 and above: women’s arch shoes at $8.95.and below; 
women’s play shoes; women’s sport oxfords with heels; 
women’s casuals and flats (including all flat heel sport 
oxfords): misses’: infants’ and children’s; men’s dress 
hoes at $15 and above; men’s dress shoes from $10 to 
$14.95: men’s dress shoes at $9.95 and under: men’s 
work shoes: boys’ shoes: house slippers: gym shoes and 
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rubber footwear. 

As a way of explanation, we considered all infants’ 
and children’s shoes as those shoes below size 12. regard- 
less of style. Thus all girls’ shoes above size 12 and all 
boys’ shoes above that size, too, were considered as 
either misses’ or boys’ shoes. Everything else should 
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Here’s How a Shoe Merchant in a Town of 22,000 Population Devised 


an Inventory Control System That Keeps Him from Overbuying, Yet 


Ensures His Having a Wide Enough Selection of Merchandise. 


by MORT BOWMAN 
B & H Shoe Company 
Pekin, Illinois 


be self explanatory except for the casual and flat division. 
Here we placed all loafers, casuals and flat heel -sport 
shoes into one group. 

Now, with this stock breakdown, we made up a Daily 
Customer Count card. The card is placed near the cash 
register, and when any shoe goes out of the store, either 
as a cash sale, a charge or as the result of a lay-a-way 


Stock Control Sys 


sale, a mark is made on the card. At the end of the day. 
the totals in each classification are entered on master 
sheets. A typical day may result in two pairs of women’s 
style shoes at $9 or above, one pair of women’s arch 
shoes at $8.95 or below, four pairs of casuals and flats, 
one pair of misses’, four pairs of infants’ and children’s. 
three pairs of men’s shoes from $10 to $14.95, a pair of 
work shoes and one pair of house slippers. For that day, 
sixteen pairs of shoes would be sold. 

After the totals are entered each day on the master 
sheets, they are summarized by columns af the end of 
each month. We then know exactly how many shoes we 
sold in each classification for that particular month. We 
can also determine percentagewise what each group did 
to the total pairage sold for the month. It is true that 
school opening, Easter, Christmas and the weather will 
cause the totals to fluctuate. Thus, for August and Sep- 
tember. children’s shoes and casuals and flats may ac- 
count for a greater part of your volume, just as they do 
ours. The important thing is that you know how many 
shoes in each division it took to give you that month’s 
volume. 

This system is a pairage guide for future buying. Al- 
though accurate for that month of that year, it must be 
tempered by conditions and common sense when making 
buying plans for the next year. However. it does act as 
an important guidepost, as it reveals many interesting 
things about your stock in relation to what you sell. 

We, like most stores, buy by quarters. A check against 
the pairage count is maintained in the following manner: 
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We determine the dollar volume at cost that we will do 
for the quarter for which we are buying. 

As an example, we might say that we will do $18,000 
for January, February and March, or approximately 
$11,000 at cost. We subtract from $11,000 the over- 
boughts from the October, November and December 

[TURN TO PAGE 56, PLEASE] 


A Customer Count Card like this one is posted 
near the cash register. When a sale is rung up, 
a mark is made next to the type of shoe sold. 
These are totaled daily and totals are entered 
on master sheets. 


Ci 





r 
} 
' 
i 
| 
i 
| 


i 
| 


' 





} 
i 


| 
| 
| 
| 


B. & Hi. SHOE STORE 
CUSTOMER COUNT 





roto 94 pairs 10/17/48 
WOMEN'S SHOES... Style i : 
i below if 
WOMEN'S SHOES. Arch 
$9.00 and above } 
| 
$8.95 and below if | 
PLAY SHOES ! 
SPORT OXFORDS =) oe 
CASUALS & FLATS LT 
MISSES’ ae 
INFANTS & CHILDRENS pil 
MEN’S SHOES 
$15.00 and above | 


$10.00 to $14.95 it 
aes } 
Ji 
BOYS SHOES | 
i 
i 
if 


$9.95 


ond v 


WORK SHOES 


HOUSE SLIPPERS 


GYM SHOES 


RUBBER FOOTWEAR 
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Simple netting could be used to create an effect 
similar to that achieved in this more elaborate 
Delman display, whose attractiveness is enhanced 
with artificial daisies heaped about the shoes. 


An unusual and very interesting display 
idea is developed in this I. Miller Fifth 
Avenue window, with use of gaunt artificial 


tree branches as display stands. 


Plan Displays That Pack 
A Powerful Summer Selling Punch 


Next Six Weeks to Provide the Retailers Opportunity to Cash in 
and Profit on Nationwide Urge for Travel, Recreation and the 
Outdoor Life—Vacations Create Need for Whites and Casuals. 
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Bonwit Teller made effec- 

tive use of the lowly step- 

ladder to create, with the 

aid of a fashion figure, an 

interesting and very sim- 

ple Summer display of 
casual shoes. 


THE next six weeks will give shoe stores their last chance 
to launch a successful sales push on Summer and vaca- 
tion footwear. Window displays should, and undoubtedly 
will, play a big part in this promotion. Fortunately, Sum- 
mer footwear lends itself well to attractive window 
presentation. The merchandise is bright, colorful and 
attractive. It can be arranged in a great variety of 
interesting ways, and there are any number of eye-catch- 


ing decorative themes that can be used in designing Sum- 
mer windows. 

The best display themes for the next two months will 
undoubtedly be those that reflect the call of vacation 
travel, outdoor sports and Summer activities. The wide 
appeal of these activities is indicated by the amount of 
space that newspapers and magazines give to them at 


[TURN TO PAGE 64, PLEASE! 


The swing effects used in this Saks Fifth Avenue white shoe window illustrate a kind of 
specially designed display figure that can be built at small expense. Accessories add to 
; Summer interest. 
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Children’s window. Center panel is light beaver The author will answer inquiries 
board; cutout cardboard figures are appliqued in on window display problems. All 
bright felt. Black seamless paper makes black- ee 
board. Copy plaques have shelves for merchandise. Sesox Maconsan, 100 East ‘iad 


Half-round ink bottle has shadow-box for merchan- gas seal York 17, N. Y. 
dise, can be made of corrugated paper. 
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Four Suggestions for Fall Window Displays Which are Easy 
and Inexpensive to Install, Yet Possess the Elements Which 


Make for Customer Interest. 


by BEN WALTERS 
Walters Display, New York 





























Casual window has Timbertone wall and shelf for 
merchandise. Work for distance and perspective 
by using the back wall for sketches or a photo- 
graph. Steps provide opportunity for display. 


Men’s window with interesting banner arrange- 

' ment. Use goal posts with half-round shelves. 

Three pennants of light plywood are covered 

with felt and extend from the back of the wall 

to the front of the window; can be used for 
showing shoes. 
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Proper Use of X-Ray Machines 


Important 


for Safety 


Equipment Now Being Manufactured Is Provided with Pro- 

tective Features but Salespeople Should Be Trained to Use 

Every Precaution to Assure Their Own Safety and That of 
Their Customers. 


EVER since that first devastating atom bomb dropped 
on the desert of New Mexico, to be followed by the 
destruction of Hiroshima and Nagasaki, everything con- 
nected, however remotely, with atomic energy, nuclear 
physics and radioactivity has been a matter of tremen- 
dous interest to the American people. Naturally there 
has been a vast increase in the amount of study and 
investigation devoted to these subjects, both on the 
purely scientific side through laboratory research and in 
the fields of their practical application. 

One of the consequences has been an intensified in- 
terest on the part of health authorities in many states 
and cities in the safeguards that should surround the 
study and use of these hidden sources of energy and 
power, including the closely related field of X-Ray and 
its various uses and applications. Even the relatively 
simple and supposedly innocent apparatus that has been 
used for years in shoe stores as an aid in correct fitting 
has come under the scrutiny of health officials, who have 
subjected such machines and their use to a searching 
re-examination to determine whether any possible ill 
effects could result from their employment in shoe 
stores. 

Some medical practitioners have expressed extreme 
views as to how X-Ray equipment should be employed 
in shoe fitting, a few taking the view that its use should 
be confined by health regulations to members of the 
medical profession and licensed X-Ray technicians. This 
extreme idea has gained relatively little support, ap- 
parently, among responsible health officials. In no in- 
stance that has come to the RECORDER’Ss attention has 
any such provision been incorporated in the public 
health regulations of any state or local community. Reg- 
ulations have been adopted in a number of cities, of 
which New York and Detroit are conspicuous examples, 
imposing certain definite limitations on the manner in 
which X-Ray apparatus may be used in shoe fitting, 
also prescribing certain safeguards which must be in- 
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corporated in the X-Ray machines themselves. 

As far as the RecorperR has been able to ascertain 
after extensive inquiry, manufacturers in the field of 
X-Ray apparatus have endeavored to keep abreast of 
scientific developments and to cooperate fully with 
health authorities in building equipment that would 
meet the requirements of the several health codes. The 
manufacturer of X-Ray shoe fitting equipment is in 
the same position as the maker of X-Ray machines used 
by physicians, surgeons or industrial technicians. He 
produces what is required according to the accepted 
standards and by so doing fulfills his responsibility. 
From then on it is up to the user to make sure the ma- 
chine is operated in a safe way, and it becomes the 
obligation of the health authorities to make certain that 
this is done. 

Principles involved in shoe fitting fluoroscopy are no 
different so far as the apparatus is concerned, from 
those involved in the use of the X-Ray by the physicians 
and surgeons. Anyone who has undergone a gastro- 
intestinal X-Ray examination can hardly escape the 
impression that he has been subjected to more potential 
risk in the doctor’s office than he would be likely to 
incur in many properly conducted X-Ray shoe fittings. 
The danger element in shoe fitting, of course, lies 
mainly in the possibility of careless use or improper 
operation by persons who lack sufficient training, ex- 
perience or good judgment. 

Any X-Ray machine can be dangerous if its opera- 
tion is subject to the whims of customers. if it is used 
as a plaything by the children or if its operation is left 
to irresponsible, untrained personnel. If, on the other 
hand, the retailers, retail salespeople and health authori- 
ties measure up to their responsibilities as well as manu- 
facturers of X-Ray equipment apparently are endeavor- 
ing to do, the possible dangers from X-Ray shoe fitting 
would be minimized or very greatly reduced. 

[TURN TO PAGE 52, PLEASE] 
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that are Going Places are 


First Inspired by United Last 





The black calf closed toe pump above is typical of 
the newest soft wall last style created by United Last 

_ on this height of heel. While this last builds 
a shoe of smart simplicity, it also gives the designer 


~~. Opportunity for ingenious handling of the uppers. 


When higher heels are desired, look to United 
Last also for the craftsmanship that assures shoes 
of character and sales appeal when 


i \ constructed on the new underslung toe last. 









e United Last Company, Boston, Massachusetts 


July 1, 1949 








PER or rae BOOKS... 


In Which Joseph Learns More About How Important a Good 
Bookkeeping System Is in Showing the Merchant How His 
Business Stands at Any Given Moment. 


by EDWARD ROSE 


“« 

Mavyse you've been wondering why we've spent so 
much time on bookkeeping.” said Mr. Hultz. He smiled. 
“I know, it is an unhappy subject. Nobody likes book- 
keeping. Yet it is one of the most important phases of 
retailing.” 

“Bookkeeping?” Joseph asked incredulously. 

“Bookkeeping,” said Mr. Hultz. “To start with, the 
average retailer is a notoriously poor bookkeeper. The 
reasons for this are (a) the gentleman has had little 
training, as a rule. He knows how to enter bills in the 
book, mark them off as paid, keep the bank account 
balanced, and mark down each day’s business. That’s 
as far as his bookkeeping system goes. (b) The small 
retailer is always in the store and feels that he knows 
everything that goes on in his business without bother- 
ing to keep records that might never do him any good. 
(c) He feels that bookkeeping is a waste of time.” 

“Tt seems that way to me,” Joseph said. 

Without wondering which way Joseph meant, Mr. 
Hultz continued, “I have here a most valuable little 
booklet, Record Keeping For Small Stores. You can 
buy this from the United States Government Printing 
Office in Washington, D. C., for thirty-five cents. Let 
me quote from the booklet: ‘About 30 per cent of retail 
firms discontinue business within their first year. An 
additional—’ *” “Oh, now wait,” Joseph said. “That 
must be a prewar figure.” 

Mr. Hultz looked at the date on the booklet. “Come 
to think of it, it is. But so much the better. Aren’t we 
coming back to prewar business conditions again?” 

“Well—” 

“Yes,” Mr. Hultz agreed with himself, “we are. So we 
will continue with this old booklet that is again up-to- 
date. I quote again, ‘An additional 14 per cent dissolve 
before reaching their second anniversary. ” 

“But what does all this have to do with bookkeep- 
ing?” Joseph wanted to know. 

“We'll see in a minute.” Mr. Hultz studied the book- 
let. “Yes, it says here that in a study of thirty bankrupt 
drug stores in St. Louis, made by the Department of 
Commerce, it was found that orly two of the thirty 
stores had ever attempted to prepare statements of profit 
and loss and balance sheets from records maintained 
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in their business. Most of them had only notebooks in 
which they recorded only purchases and sales.” 

Joseph frowned. “But I still don’t see—” 

“Permit me to quote,” said Mr. Hultz. “Quote, ‘Most 
of the failed druggists, although for many months on 
the road to ruin, were not aware of their ultimate fail- 
ure until it arrived.’ He paused for emphasis. “Now 
do you see?” 

“Now I see.” 

“On the other hand, and | will quote again, ‘Eighty- 
three per cent of the profitably operated stores kept 
up-to-date accounts. ... Eighty-eight per cent of them 
kept neat and orderly books. . Compare these per- 
centages with those for unprofitably operated stores. 
40 per cent and 47 per cent.’ And they sum up the situ- 
ation by saying, ‘Poor bookkeeping appears to be a 
decidedly large factor in the unsuccessful operation of 
a business.” 

“According to this booklet, good records help a re- 
lailer operate a store profitably because they show him 
when something is going wrong and where it is going 
wrong, whether in expenses, or profits, or charge ac- 
counts, or debts owed, or any other causes of loss and 
weakness in business.” 

“Sort of a weather vane.” Joseph suggested. 

“And a very important weather vane, too,” Mr. Hultz 
said. “Because well-kept records point out what is going 
wrong before the business is irreparably damaged. 

“Furthermore, records are a necessity in computing 
government income taxes, social security taxes, federal 
excise taxes, state income taxes, state sales taxes, city 
taxes. borough taxes. and other taxes too numerous to 
be humorous. 

“You can install any one of the dozens of simple 
forms of record-keeping that can be bought from busi- 
ness publishing firms, from trade papers and in book 
stores. and you will find that bookkeeping is not so 
complicated. In fact it is very simple and takes little time 
if you don’t let it slide for long periods.” 

“I suppose.” Joseph said without enthusiasm. 

“IT see you're not a natural born bookkeeper. Well, 
let’s hope your business is profitable enough for you to 
hire an accountant to do the work.” 
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UNITED 
COMBINATION 


FILES 


give you these 8 
-$Shoemaking Advantages! 


Acts as filler through shank area 

Provides firm, broad base for outsole leveling 

Gives fullness and character to finished bottom 

Makes possible accurate, quick insertion 

Provides positive locating of steel or wood shank piece 
Meintains uniformity with every pair 

With long heel style, affords tighter joints at heel breast 
Leaves insoles free from prong or tack point penetration 


+ + + + + HH 


FOR the maker of welt shoes . . . United 
suggests Combination shanks, finest for this 
type of footwear because they impart so many 
extras in addition to reliable support. Precision 
fitting, characteristic of all United shanks, is found in both the 
cover and the steel (or wood). 


For greatly improved shoemaking, try United Combination Shanks. 
Ask your United man about a 
shoemaking trial with a Com- 


bination shank individually United Shoe Machinery Corporation 


suited to your shoemaking. BOSTON, MASSACHUSETTS 


July 1, 1949 











LMViiller 





THE 0.8 10 L@aATHER Coe PAR Y 
OHIO 


Boot and Shoe Recorder 


GIRARD 
42 








WHITES SELL WELL 
IN CHICAGO 
DesPITE continued cool weather. 


whites have experienced an unusually 
good selling season in Chicago. One 
extremely hot week early in May sent 
white sales zooming: they lagged for 
a time, and then began moving well 
about the third week in May and con- 
tinued so at an accelerated rate 
through June. The experience of a 
number of retailers in running short 
on blues this Spring, was repeated in 
whites this Summer. Several sources 
reported white sales well ahead of 
last year. Casuals are also thus far 
showing no sign of slackening in de- 
mand. Several of the better shops 
reported from 20 to 25 per cent gains 
in this type of shoe in May over a 
year ago, with indications that the in- 
crease would be repeated in June. 
White casuals have been especially in 
demand. 

Fabric and straw have remained 
the leading style shoes in the higher 
price salons. with linen and shantung 
and novelty imported straws selling 
well. Raffias are moving well in the 
medium and lower price ranges. Dark 
suedes are beginning to creep into the 
picture—in black, brown, and navy 
blue, the latter expected to be a high- 
ly important Fall color. 


Promotions during most of June 
centered around whites and casuals 
and novelty play and beach shoes. 
Regular shoe departments have tem- 
porarily given more selling and dis- 
play space to this type of shoe and 
have also installed special bars on 
main floors, some devoted exclusively 
to rafha, some to crepe soles. and 
others to beach novelty types. Light 
weight shoes with crepe rubber soles 
have shown lots of activity. High 
style play shoes shared vacation ward- 
robe ensembles in window and de- 
partmental displays all along State 
street. 

A few stores held clearance sales in 
June. but most expected to hold off 
on any real sales events until after 


the July 4th holiday. 


a 


LINEN, STRAW LEAD 
IN NEW YORK 


LINEN, straws and white continue to 
be top sellers in New York stores. 
The breakdown in linen purchases in 
one high style department is natural. 
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25 per cent and white. 75 per cent, 
with only one-third of the latter 
bought to be dyed. This interest in 
linen shoes to be dyed has stepped 
up multiple sales in another style 
department where it is reported that 
some customers buy several pairs at 
a time in order to match different 
costume colors. 

In straws some dressy as well as 
casual types are selling. Spectators 
continue to outsell all other white 
shoes, and the classic closed spectator 
is still the favorite. While. in general. 
it is these whites that are selling best. 
several high style stores report that 
all-over white suede dressy shoes 
have been doing very well. In addi- 
tion to linens, straws and whites. mul- 
ticolors aré bringing in some nice 
business. The brilliant colors. red. 
yellow, green and a bright blue. are 
very good in some stores in high heel 
sandals; in others, in casual types. 
One store with good sales in these 
sandals also reports that solid colors 
are good, pale pink and blue. espe- 
cially. 


All stores are doing a good casual 








Milan Straw 





Delicate as a daisy 

_ tight as a june breeze 
a To syachromze 
A summer wardrobe 

The Straw wedge pump 10.95 
The Straw and balenciaga 
suede sandal 12.95 the pair 
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Milan straw, popular Summer shoe 
material this year, was shown in this 
ad by Joseph's, in Chicago. 






business and in many kinds, patterns, 
colors and materials. One store re- 
ports that very naked sandals. closed 
crepe sole shoes and duckskins in a 
range of colors are all selling. One 
store catering to a volume style mar- 
ket put thousands of casual shoes on 
sale for $2. and these were cleaned 
out within three days. 

Although all the emphasis has been 
on Summer shoes in current local 
advertising this past month. a few 
stores have featured their very open 
dark shoes for wear with dark sheer 
dresses. With the season for Summer 
shoes such a short one, stores are con- 
centrating on these through July 4th 
The result in most stores this year 
has been unusually good post-Easter 


business. 
= + * 


FABRICS WANTED IN 
ST. LOUIS 


FABRIC shoes are generating a 
strong demand from St. Louis women 
this Summer, although leather still 
takes precedence. But the demand 
for fabrics is growing and is evi- 
denced from the popular price range 
to more expensive footwear. Straws 
are also in the picture in the lower 
price brackets, as are brilliant colors 
in the lower price lines of fabrics. 
The demand for wedge construction 
in closed heel and closed toe foot- 
wear appears to be continuing. How- 
ever, opened-up casual shoes, from 
flats to 12/8 heel heights, still over- 
shadow other types in popularity. 

The very flat shoes, however, are 
snapped up more by teen-agers and 
women in their early twenties in such 
bright colors as green, yellow, red, 
blue and tangerine, and are being 
worn for both street wear as well as 
for use on their vacations. 

In the medium price brackets spec- 
tators in brown and white and blue 
and white get frequent calls, as does 
white linen trimmed with smooth 
leather in multicolors. The most pop- 
ular heel height range is from 14/8 
to 22/8. The demand here centers 
around closed shoes. 

In the more expensive departments 
there is some interest in white suede 
end a limited call for black suede. 
However, the number one seller is 
white linen in closed pumps, and to 
a lesser degree, the same fabric in 
sandal and open sling types. 
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BALTIMORE RETAILERS 
OPTIMISTIC 


Buyers in Baltimore establishments 
catering to middle class and upper 
class clienteles reveal that volume of 
business has been on a par with that 
for the same period in 1948. 

Businessmen were optimistic gen- 
erally and stated that the best sell- 
ing items at this time were wheat 
linen trimmed with tan calf, toast 
linen, the conventional brown and 
white spectator, linens in general. and 
silk shantungs. The latter were pop- 
ular in the $10.95 to $18.95 price 
range. 

One store reported that a “terrific 
job was done with an Irish linen 





wedgie at $11.95 in 12 colors’—nine 
of which were pastels and the rest 
black, brown and navy. 

Dealers reported calf in all colors 
moving slewly. White suede also was 
slow in starting; reptiles did not 
move too well, except some in red 
and green snakeskin. 

Noticed coming into the style arena 
and promoted, although not on too 
large a scale, was the cork wedge 
in natural linen at $14.95. Hess, par- 
ticularly, carried one which they 
called “The Corker,” a high wedge 
ankle strap in cork with white linen, 
natural linen and multicolor pastel 
upper. Matching bags with cork trim 
accompanied them at $5.00. The shoes 
sold at $7.95. 

The Hub’s window display had a 
sprinkling of conservative white 
suedes with medium walking heels, 
open toes and instep detail. This con- 
ventional walking pump was a varia- 
tion on the classic type, which always 
has a steady clientele. 

* & # 
CASUALS MAINTAIN VOLUME 
IN NEW HAVEN 


CasuAL shoe sales in the women’s 
stores helped to keep unit volume in 
New Haven about on a par with a 
year ago, store owners and managers 
reported recently. The big play in 
casuals in all price classes was the 
factor that brought unit, and in most 
cases dollar, volume up to 1948. 
Whites were reported to be selling 
sluggishly early in the season. but 
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Ever popular polished leathers were 

featured in two dressy types, on both 

high and medium heels, by Pesse- 
mier's, Seattle, Wash. 





they were picking up and better sales 
during the latter part of June were 
anticipated. 

The multicolored casuals were top- 
ping the list in casual sales. and a 
big demand for wedges was reported: 
in both extremes. the low and the 
high, the call for straw was heavy. 
In the middle range of shoe prices. 
however, straws were reported as not 
doing much as yet, but were expected 
to move faster with the coming of 
warmer weather. 

Despite the fact that traffic in most 
stores has been on a par with last 
year and that sales have held up, a 
lot of anxiety is expressed by retail- 
ers. Price resistance is noted by all. 
As a result, they have been exceed- 
ingly cautious in attempting to an- 
ticipate customer desires, they have 
cut inventories and are postponing 
in a large part their buying for Fall. 
Women’s store operators report that 
they will stick closely to the stand- 
ards this Fall—buying mostly blacks 
and suedes; despite the fashion ad- 
vance notice on brown, they will buy 
that color sparingly, remembering the 
ballyhoo that preceded green last 
year which fell short of anticipations. 
Purchasing of much of the Fall stock 
has been postponed, and where orders 
have been made, they have been made 
only in part. Most retailers antici- 
pate operating during the Fall and 
Winter on an inventory of approxi- 
mately 15 per cent less than in 1948, 
and buying will be closer if custom- 
ers continue to shew hesitancy about 
pricing, play for time and wait for 
possible reductions or sales. 


Spring price cuts were heavy and 
in some instances drastic, and several 
retailers look for similar sales afte: 
July 4th. If it is found that people 
have been waiting in anticipation of 
these forced sales, lighter inventories 
for Fall or Winter may result. Sev- 
eral have sought to entice customers 
by introducing cheaper lines. 

In men’s shoes the story remained 
much as it has been since the first 
of the year. Sales were slow in com- 
ing, and units were off approximately 
20 per cent in most stores. Shoppers 
were definite in their demands as to 
price and style. There was no switch- 
ing. Warmer weather brought in- 
creased demand for white buckskins 
with red rubber soles, now an ac- 
cepted town as well as Yale Summer 
shoe, but the big mover was still the 
cordovan. heavy soled blucher. 

Operators of men’s stores were 
exhibiting more caution than were the 
women’s store owners. They went to 
and viewed the shoe shows, but re- 
port little or no buying. As a group 
the men’s shops have held away from 
forced sales and they are cautiously 
refraining from stocking anything 
but known sellers. Inventories this 
Fall will be at least 15 per cent lower 
than a year ago. 

The trend in two-tones this year fol- 
lows also the one reported by men’s 
shoe store operators in 1948. Brown 
and white wing tip and moccasin 





types were beginning to sell, black 
and whites were entirely out, and 
saddle oxfords were way off. Price 
reluctance was prominent and men 
were shopping almost as much as 


their womenfolk. 
# @ & 


STRIKE AFFECTS DETROIT 
SHOE BUSINESS 


MOTOR CITY shoe men have been 
passing through a discouraging pe- 
riod, culminating in the Ford strike. 
whose effects are expected to last 
well into the Summer at least, with 
many plants not yet resuming full 
employment as a result of protracted 
readjustment. 

Comparisons available from indi- 
vidual stores show a marked drop in 
volume of business on a dollar basis 
from a year ago for the current 
month, but the figure for five months 
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HOW TO HAVE 


@rmanent Wood tree 
Attaching 


AT LOW COST! 

























With the GC DRIVE SCREW INSERTING MACHINE, 
screw reinforced wood heel attaching can be reduced 
from 5 to 3 operations with a corresponding reduc- 
tion in costs. And because this machine is fast it can 
lower costs still more! 


The cement-coated drive screw holds the heel 
firmly in place during heel and edge finishing and 
heel nailing, then remains permanently to add a re- 
assuring margin of strength. 


The results? Manufacturers protect themselves, 
their retailers and the wearer at very low cost against 
loose and lost heels. 


Over 20,000,000 pairs have already been attached 
with complete satisfaction. It’s a machine that is rug- 
gedly built to operate day after day with exceptional 
economy. 


Find out exactly how this machine can improve 
the value of your shoes — get complete details from 
your United branch office. 


The Drive Screw Method 


SCREW ATTACHING — The shoe HEEL NAILING — In the final oper 
r off the last mM ation, maximum security is obtained 


HEEL SEAT FITTING — This impor 


tant first step 
ee 


when the heel is nailed from inside the 


shoe with five nails by a wood hee 
coment 


nciling machine 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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is not so bad, and some stores were 
ahead for at least the first four months 
of this year, despite a slow start 
early in the year. 

Perhaps one of the most significant 
comments was made by a buyer for 
one of the largest department stores, 
that “Customers are getting more par- 
ticular than ever. It takes more sales- 
manship to sell a pair of shoes than 
it has in a long time—and this is 
especially true in the lower price 
brackets.” The result is an obvious 
increase in overhead expense, with 
the man-hour cost of selling a pair 
of shoes mounting. 

Within the past year or more, there 





has been a widespread movement to- 
ward opening of more outskirt stores 
—some by established downtown 
stores, which accents the plaint of 
downtown merchants that parking 
conditions are defeating the objective 
of centralized merchandising. Signi- 
ficantly, the finger is pointed at fig- 
ures showing that department store 
volume and street car and bus pas- 
senger revenue are alike dropping, 
while in contrast—before the Ford 
strike—auto production and payrolls 
were generally up in comparison with 
a year ago. However, bank savings 
also showed an increase—and this 
may be the key to the situation, since 
workers appear to be hoarding sav- 
ings to some extent rather than 
spending, in income levels where they 
are able to exercise a choice. 

Style trends were strong on whites 
for immediate use. store reports in- 
dicate. Preferences were said to go 
to white linens. One unexpected trend 
that proved strong was for blue shoes 
in various patterns—and local shoe 
buyers had stayed away from them, 
after an unsatisfactory experience 
with blue a couple of seasons back. 
Result was that this demand could 
not be filled. 

Other leading trend was for open- 
type shoes and also for pumps. Fancy 
openwork suedes in a wide variety 
of color choices, as available, proved 
important. 

In the men’s field, brown in calf 
leather proved the leader, according 
to a consensus of store reports. 
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VACATION SHOES SPUR 
PHILADELPHIA BUSINESS 


SHOES needed for vacations have 
been spurring business in Philadel- 
phia stores the last few weeks. All of 
the new novelty footwear, such as 
straw shoes and other lightweight ma- 
terials, have been experiencing con- 
siderable turnover, compared with a 
short time before when sales in these 
types were not as rapid as shoe de- 
partments would have liked. Contin- 
ual attractive window displays featur- 
ing the pleasure of a sojourn at the 
seashore with the diversified Summer 
shoe fashions, kept to the fore the 
idea of the necessity of a colorful 
varied shoe wardrobe. 

Promotion of specific shoes needed 
for outdoor sports has brought good 
results to stores that gave special no- 
tice to shoes made especially for golf, 
hiking, mountain climbing, or for 
comfortable wear after taking part in 
the sport. These shoes have been fea- 
tured separately for both men and 
women by the stores that sell them. 
Ads talking up the importance of 
wearing the type of shoe individuallly 
created for increasing the comfort of 
the wearer while in action have 
spotted the pages of local newspapers 
with good results. 

The majority of aggressive shoe 
stores here are using every oppor- 
tunity to publicize various styles of 
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Interesting method of offering vaca- 
tion footwear was used in this ad by 
Hahn's in Washington, D. C. 






shoes in all-white. If one picks up a 
local paper these days, the majority 
of shoe ads are taking up more than 
their usual amount of space to show 
a great variety of attractive styles to 
be had in “frosty” white. 

= * * 


VIGOROUS PROMOTION 
IN SANTA FE STORES 


THE Summer is short in Santa Fe, 
usually of less than three months’ 
duration, so promotion of Summer 
shoes must be vigorous, especially in 
men’s Summer shoes, such as white or 
white and color combinations. News- 
paper advertising uses double the 
space it does in other seasons, and dis- 
play is very heavy. 

Santa Fe is a land of artists, paint- 
ers, writers, musicians and—tourists 
—for those three Summer months. 
Santa Feans dress in a rather bizarre 
fashion and live a very casual, free, 
largely outdoor life. But, in the higher 
priced field, there is as large a de- 
mand for closed toes as there has been 
in recent times. Even casuals. wedgies, 





high or low heel, are bought in closed 
toe styles. In the popular price stores 
more closed toes are carried than is 
common elsewhere. Low heels and 
open toes are most desired in these 
stores, but there has been an increas- 
ing demand for the extremely high 
heel dress shoe with open heel and 
toe, and retailers are expecting it to 
be a big seller this Fall. 

All-over white is not “the” Summer 
shoe here that it has been in former 
years. Colors combined with white go 
well, especially the spectator which is 
more popular than ever. Ranch tan is 
the big favorite now. It goes anywhere 
and with anything and is perfect for 
rocks and sand and dust such as are 
common here. It takes little cleaning, 
and it conforms well with the general 
style of very long and full skirts, 
Navajo blouses, “fiesta” dresses, 
Indian doeskin handbags. 

Retailers report that manufacturers 
have more than come through to help 
them cope with this year’s price-con- 
scious buying public. And the shoe 
men are working harder. marking 
closer, keeping an ear to the ground to 
foresee trends and making out about 
as well as they did last Summer. 
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Selling Fall Accessories: 
A Promotion Program 


[CONTINUED FROM PAGE 29] 


plan our Fall promotions during the 
next few months if we were a shoe 
merchant. 

First, we should select one or two 
smart, well-fitting casual shoes, stock 
them in a wide range of sizes in basic 
colors—black, brown and blue—as well 
as red, green, a new rust and beige; 
buy one or two matching bags and then 
go to town on promoting them. Start 
in August with back-to-college, then 
carry on the promotion from the point 
of view of the woman who wears casual 
clothes all year through. Maybe you 
would want to promote another shoe 
and bag for these women or the same 
in a different leather and different 
colors. However, the casual shoe and 
accessories are a must in your coordi- 
nation program for Fall. As you know, 
the unlined shoe in soft, sturdy leather 
on a low wedge heel, with a strap or 
lacing adjustment, is the top selling 
casual style. In bags, the over-shoulder 
style is still a leader. In planning a 
color promotion, remember that the rust 
and beige shades are the most talked-of 
woolen colors for Fall, so brown, beige 
—camel or blond tones—rust, brick red, 
green and black are all good shoe colors. 
To go with some of the Fall woolen 
colors, you can add taupe, wine, mul- 
berry and light greyed blues as good 
promotion colors. 

Early among your promotions, also, 
will be opened-up black suede shoes with 
matching bags. These can start as 
early as you can get the merchandise 
into your store. The important Sum- 
mer fashion trend to black dresses in 
sheer materials gives a new promotion 
angle to your opened-up black suede 
pumps and sandals. 

For later Fall promotions in Septem- 
ber and October, you will have more 
closed shoes in fine smooth kid or calf- 
skin, as well as suede leathers, for more 
formal dressier daytime clothes. Here, 
besides black, the new dark browns can 
be included and, possibly, the redder, 
warmer tone known as Cognac Brown. 
Here, too, is a chance for promoting 
dark green or wine or taupe or the 
greyed medium blue which is being 
liberally sampled. Here, as in the black 
‘suede bags for early selling, the bags 
are smaller and daintier than in the 
fasual types. 

Also for September and October sell- 
ing you will want to feature the smartly 
tailored suit shoe, very often on wall or 
square toe lasts, in pump, strap or tie 
patterns. Tailored suits and coats, 
above all in tweeds, will play a big part 
in Fall styles. You will have shoes in 
smooth finishes, in new interesting 
leather surfaces and in reptiles. These 
last promise to be very much in de- 
mand in both popular priced shoes, to 
retail well under twenty dollars, and in 
a limited number of high price alligator 
shoes and bags. 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Max YN tig? Md Marke [s 


New York 


Durinc the past two weeks, the production of shoes has 
been tapering off. The industry here goes on vacation 
the first two weeks in July, so most manufacturers were 
putting the finishing touches on the orders they had on 
hand, and were also working on some late July and Aug- 
ust deliveries. 

Caution continues to underline retailers’ orders. One 
manufacturer said, “We are in a recession now. Unemploy- 
ment is up. Much of the early Fall shoe business is a 
‘feeler’ type of operation; as a result orders have been in 
small amounts. But in late July and early August, the 
retailers should be buying.” Apparently, there hasn't been 
much ordering since the Fall shows. 

Another manufacturer said, “Buyers at this time are 
avoiding speculative merchandise, primarily because they 
don’t have the money to go into unusual things today. 
They are buying the reliables—staples.” Still another view- 
point was that buyers waited quite awhile this year before 
buying, and bought little when they bought. Reason: they 
didn’t want to get stuck with shoes. because of the uncer- 
tainty of the market. But, like all businessmen, the manu- 
facturers hope for a pick-up of business in the Fall. One 
manufacturer gained optimism from the fact that the ap- 
parel business was picking up. an action that he believed 
would spur the shoe business. 

The manufacturers say that the pressure is on, and that 
competition means that better merchandise will have to 
be produced despite the limitations of high costs. “The 
man who will do business is the one who can deliver the 
best merchandise at the best price with the best service. 
There will always be a market for this kind of product,” 
ene manufacturer stated. He added, “Another point is 
that you have to have something different, something no 
one else has, that is, in the $14 to $18 dollar range. Be- 
cause staples at this price have no chance.” A small manu- 
facturer said that the pressure was pretty hard on the small 
businessman who kad no room for stocking shoes, which 
made it necessary that his shoes keep moving as he made 
them. All these remarks and reactions to conditions were 
summed up by another manufacturuer who pointed out 
that the shoe industry was still going through a period 
of readjustment. 

Price also continues to be a consideration these days. 
This is evidenced by several manufacturers who have re- 
cently “geared down” their operations. or have made other 
changes, to manufacture lower price shoes as the only way 
to get around the high cost of materials and labor. 

Black and brown suede, and black and brown calf ap- 
pear to be the most popular colors and leathers for Fall. 
Spruce blue, some grays and greens will probably have 
a secondary role in the Fall color scheme. 

Open toes are riding the crest again, and one manu- 
facturer gave as reasons the fact that women find them 
more comfortable and are able to get a variety of style 
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treatments in them, such as platforms, ornamentations, 
slings and all sorts of ankle strap arrangements. 


Chicago 


NRDERS for Fall shoes are coming in at a slow but steady 
pace to Chicago and Midwest manufacturing and whole- 
sale sources. Earlier reluctance of retailers to order has 
disappeared, and most of them are now ready to make com- 
mitments for what they regard as their normal Fall re- 
quirements. They are definitely buying normal needs as 
they did in normal years. Buying has improved so much 
that the Shoe Travelers Association of Chicago decided to 
hold a late June show. This addition to the regular sched- 
ule was made because of the success of the Fall show in 
May. 

Orders being placed now are for August delivery, at least 
on the part of the average and smaller stores. Some of the 
larger stores and large departments in department stores 
are extending their commitments further and doing their 
entire Fall buying at this time. Several groups of buyers 
representing large buying units were in the city early in 
June for this purpose. This is particularly true in the 
men’s end, which has improved considerably since Spring. 
Higher price men’s shoes are selling as well as ever, and 
new medium price additions to established lines have been 
well accepted. New styles in loafers, brushed leathers, and 
the wide variety of boot styles are helping this group. 

Most shoe men in this area are agreed on one style point, 
and that is that the open toe is here to stay and will not be 
overshadowed by any closed versions. Orders for open 
shoes are running from 60 to 70 per cent in some quarters 
and at least 50 per cent in others in dress and high style 
lines. 

In-stock departments and wholesalers with good supplies 
of white shoes have repeated their experience with blues 
of last Spring. Many retailers underestimated their de- 
mands for whites, and have been frantically trying to fill 
in on sizes and styles. 


St. Louis 


THE shoe industry here was beginning to rol in mid- 
June. Pattern makers were swamped, and factories were 
turning up steam for a production tempo expected to be 
going full blast by early July. In contrast to a year ago, a 
number of manufacturers switched this year to a Memorial 
Day layoff period in place of the July 4 holiday shutdown. 
But as the production tempo was stepped up, manufac- 
turers kept a wary eye on orders. Retailers, they said, were 
not buying as far in advance as they had hoped. They were 
growing more selective, despite a better inventory situation 
than last June. 

[TURN TO PAGE 67, PLEASE] 
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EXTENDS BACK AND FORWARD 
IN FASHION TIME 


Men’s weight £cdsécn has the happy faculty of contributing 
to clean lined shoemaking today as it has done in the past. 
Looking at the seasons ahead, the tide flows toward the 
lighter weight men’s shoe for general wear, reserving 
the heavier models for country, sportswear and heavy 
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We Sold ‘Em by the Dozen 


Many of the smaller towns, of course, 
had no sample rooms and you sent your 
trunks directly to the merchant’s store, 
where you displayed your samples on 
any available show cases. Often you 
were invited to the merchant’s home 
for dinner, which was indeed a treat. 
Sometimes you had the whole family 
down to the hotel for dinner with you. 


One Train a Day 


Trains across the prairies were not 
numerous and only the main lines car- 
ried dining cars or Pullmans. At desig- 
nated stations the trains would stop 
thirty minutes while all passengers 
would swarm over to a greasy spoon 
cafe for a hot lunch. Usually the trains 
ran at night to make connections with 
the main line. But sometimes a day 
schedule intervened. On one such oc- 
casion it took all day by train to get to 
a small town up near the Canadian 
border. I arrived in the evening and 
as the train left town only once a day 
and that early in the morning, I had to 
spend two nights and the intervening 
day in the town. 

My customer there was a general 
store and by all odds of the business 
they could be expected to use only a 
few dozen pairs of shoes. Nevertheless, 
I sent my trunks up to the store and 
spread as many samples as I could find 
room for on the show cases. We worked 
that first evening until 9 o’clock and all 
the next day and the next evening. As 
fast as we would finish with one line of 
samples I would repack them and line 
up another group. During the day the 
merchant would buy shoes, wait on cus- 
tomers and return to buy more shoes as 
he had time. The first evening I had din- 
ner with the family and the next evening 
I had them to the hotel for dinner with 
me. The highlight of the dinner was 
strawberry shortcake with home canned 
strawberries drowned in whipped 
cream. 


One Order—$5,000 


As I continued to write up orders all 
day and evening, I was too tired 10 
total them up that night but went to 
bed and did not get them totaled until 
on the train the next day. I never wor- 
ried about the amount of an order and 
neither did the merchants. They bought 
what they wanted and if they weren’t 
totaled until we were on our way we 
mailed them their copies. When I 
totaled this one it was well over $5,000, 
enough shoes then to stock a well-filled 
shoe store. I have often wondered what 
that general store did with all those 
shoes but I never knew because soon 
after that I was transferred to a Min- 
neapolis headquarters with thirteen 
cities to cover and never did get back 
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to that territory. But his account wes 
paid in full. 

Another “knock ’em dead order” was 
secured from a political organization. 
Townley was holding the reins in North 
Dakota at that time and he had the 
state dotted with his co-operative stores 
in communities where he had the farm- 
ers organized. All the buying was done 
in the Fargo office. I worked on the 
buyer for some six or seven months 
without success. He and his wife were 
friendly and congenial when we at- 
tended the same parties but all I could 
get out of him was that he had to have 
the approval of the St. Paul office be- 
fore he could buy my shoes. I never 
could tell what he was angling for so 
I decided to get the St. Paul office ap- 
proval and find out. With a new line 
of samples I stopped in at the St. Paul 
headquarters and requested his superior 
to look at them and see if he couldn’t 
give the Fargo buyer authority to buy 
them. He said, “I don’t need to look 
at them. Tom can buy them if he wants 
to.” So armed with a written approva!, 
I buttonholed Tom in Fargo. Tom 
grinned and said, “I want a trip to 
Chicago.” 


A Trip to Chicago 


It developed it was Tom’s wife who 
wanted the Chicago trip and her main 
desire was to see Chicago’s night spots 
so she could tell all her friends about 
it. I had just been to Chicago for a 
week getting my new samples but we 
bundled off to the metropolis with every- 
thing but the parrot. I installed them 
in the LaSalle Hotel, gave Tom $50 for 
expense money and drew another $50 
for our foray into the underworld. I 
asked one of the boys at the office to be 
our guide and we taxied to and licked 
up “licker” at more rowdy places than 
I can remember. At the Black and Tan, 
in Chicago’s South Side, we were 
crowded at a table in the center of the 
room. A near riot scared me stiff but 
Lizzy was all agog and did everything 
but take notes. 

About noon the next day we had 
sufficiently recovered from prohibition 
hospitality to amble down to the office 
where I had one usher carrying sam- 
ples to Tom and another carrying them 
away. When the tabulating machines 
finally stopped tabulating we had close 
to $50,000 worth of shoes to be shipped 
to the fertile soil of North Dakota. 

No smoking was allowed in any of 
the trains in those days, except in the 
little smoking rooms, and they were 
filled to capacity. Conversations were 
started by some current event but in- 
evitably wound up with the world’s 
greatest enigma—women. When a new 
man on the territory one time broke 


all precedent of smoking room tech- 
nique by walking in and immediately 
saying, “Well, gentlemen, shall we talk 
women now or later?” we thought he 
was a modern son-of-a-gun. 


A Little Relaxation 


Trains were slow and to avoid spend- 
ing two days or more getting on and 
off the territory the travelers would 
spend many week ends at fair-sized 
towns where there was a good hotel. 
Usually there seemed to be a good sup- 
ply of unattached young women in most 
towns who enjoyed the company of 
the nattily dressed salesmen. Some of 
them finally got their men but most 
were just passing fancies enjoyed by 
both sexes. Many of them were nice 
girls that enjoyed a little romantic 
flattery and a respite from small town 
inactivity. 

[To be continued in an early issue] 





Buying Light at 
Boston Shoe Show 


Boston — Approximately 200 lines 
were on display at the Boston Shoe 
Fair here during the second week of 
June. This show is sponsored annually 
by the Parker House in which it is held, 
and while the Boston Shoe Travelers 
Association and the New York Shoe 
Travelers Association cooperate, it is 
not a part of the official activities of 
either. 

Attendance was light during most of 
the week and buying was both cautious 
and light in both of which it closely re- 
sembled, many of the smaller regional 
shows held this Spring in different 
parts of the country. Branded lines 
fared best, basic shoes being bought 
for delivery about August 1. There 
was also some buying of novelties. 

In general, salesmen were disappoint- 
ed since advance reports had indicated 
a far larger attendance than that which 
materialized. They reported, however, 
that they had just finished a successful 
season and buyers reported inventories 
at the lowest point since the end of the 
war, and intimated that they would 
buy later, and would give preference, 
with the exception of some novelty 
types, to in-stock lines. 

There has been, throughout New 
England, not so much a switching of 
lines to meet consumers’ price demands, 
as a tendency to stick to established 
lines and add lower grades. While this 
presents an inventory problem, many 
stores are reported adopting it rather 
than to disassociate themselves com- 
pletely from quality lines which they 
have carried for years. 
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Shoes in the News 





Roserts, Johnson & Rand Division of International Shoe 
Company are introducing Padi-flex welts in their new Fall 
line of Trim Tred women’s shoes. This shoe is said to be 
so pliable and supple that the sole may be flexed with two 
fingers without effort. It has a one-eighth inch flexible cork 
filler in its concealed platform construction. 


New construction is said to 
make this shoe so supple 
that it can be flexed with 
two fingers. Padi-Flex welt 
by Roberts, Johnson & Rand. 





These shoes will be featured in Trim Tred’s regular na- 
tional advertising program in Charm, Today's W oman and 
Redbook magazines this Fall. Dealers will be supplied with 
coordinated advertising and promotional material for céun- 
ter and window displays. 

During the first season the Padi-flex welt will appear on 
only two patterns of the Trim Tred line in a range of colors. 
available with either 1 4/8 Cuban or wedge heel. 


* * * 


Urmry and good looks are being more and more cleverly 
combined by makers of Winter protective footwear. Warm, 
waterproof or water repellent. easy on and easy off, wear- 





Shearling lined with fur col- 
lar, this boot has an upper 
of elk with a rubber shell 
where it is in contact with 
the ground. Shoes with heels 
ranging from 8/8 to 21/8 
can be worn under it. Ath- 


letic Shoe Co. 














able over a wide range of heel heights, the best of these 
boots are also smart enough in appearance to wear with 
town, as well as country, clothes. Smartly styled, well- 


Called The “Coed,” this rub- 
ber boot with fur collar and 
interesting lace fastening is 
available in a number of 
colors. Gold Seal Rubber Co. 





finished and often enriched in appearance by a fur collar. 
these boots are increasingly popular in all parts of the 
country where Winters are snowy or cold and dry. 
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Magic-Glo Coldtire’ 
Lighted Patterns blaze 
through our Socks 
and Anklets = 


| | TRU-LAST’ 
~ \ 2 /, 





Magic wings, sailboats, 
butterflies—all twinkling 
Magic-Glo designs little 

folks love in the wonderful, 
healthful TRU-LAST square 

. toe socks so loved by 
Mothers. Order now for 
big fall business. 





Teengleam—cuffs are 

solid blocks of brilliant bs 

Magic-Glo yarn. 

These will be the rage parm 

among your local school _— 

set this fall. Sell two 
a? 





pairs of socks and let } 
them mix their own colors. ~~ \ + 
Plan now for a big promotion. a 


Other Magic-Glo Coldfire patterns too! 


PREP LINE 


Fluorescent stripes in English 
“‘Blazers”’ and “College Ribbers”, 
brighter, snappier and more 

promotable—with junior 

prep and college boys! 
Plan now! 







~ 


ms 
cl ig 
Along with Nylees (famous Randolph Knit 
NYLONS 


nylon anklets) the line will include heavy crimp 

set spun nylon bobby socks and light spun 

nylon slack socks, nylon socks in soft pastel 
for ALL shades for small children and, for the sweetest 
of them all, a baby’s nylon dress sock. 


J. W. LANDENBERGER & CO. 


PHILADELPHIA 24, PA. 
@REG. U.S. PAT. OFF. 






































Proper Use of X-Ray Machines Important for Saiety 


The Journal of the American Medi- 
cal Association recently published an 
editorial on the subject in which refer- 
ence was made to the fact that three 
major medical societies of New York 
have condemned the use of fluoroscopy 
in shoe fitting. The same editorial con- 
cedes that “injuries attributed to shoe 
fitting have not been reported.” That 
fact is not positive proof of freedom 
from danger, but it would seem to have 
considerable significance in view of the 
injuries that are reported to have re- 
sulted from use of X-Rays in industrial 
plants and, for that matter, in the cases 
of physicians who have suffered serious 
injury in their own practice. The dis- 
parity would seem to be due to lower 
intensity of rays used in shoe stores 
and to relative brevity of exposure. 


Proper Fitting Responsible 
for Foot Health 


The Journal concedes that “many a 
good foot has been made ugly and 
troublesome by years of badly fitted 
shoes, far more, presumably than have 
been by roentgen injury.” It then raises 
the question as to whether it is not pos- 
sible to avoid both hazards by careful 
fitting by measurement and cbservation 
without resorting to fluoroscopy. There 
is no doubt that many shoe retailers 
have in recent years asked themselves 
the same question. Some that we know 
of have answered in one way, some in 
another. Some feel that the X-Ray is 
an essential factor in their fitting ser- 
vice. From our own investigation we 
are inclined to doubt whether many 
shoe retailers will be deterred from 
using this method of fitting by the 
somewhat sensational publicity that the 
subject has recently received. If that 
is so, the responsibility that rests upon 
shoe rierchants to make sure this im- 
portant fitting aid is used with every 
possible safeguard to customer and 
salespeople becomes clear and obvious. 

Retail shoe merchants using X-Ray 
apparatus in their stores should make 
sure that their equipment conforms to 
recognized standards and that it is 
properly used by individuals who are 
thoroughly instructed, fully acquainted 
with the potential dangers and pre- 
pared to conform to the requirements 
of safe and proper use. No shoe mer- 
chant wishes to subject customers or 
salespeople to possible ill effects of 
careless or improper X-Ray operation. 
The regulations that have been adopted 
in some cities place the responsibility 
for compliance squarely on the shoe 
merchant, who must make sure that the 
apparatus used is so constructed and 
installed as to be acceptable, also that 
it is used in such a manner as to com- 
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ply to the letter with the regulations. 

The section of the Sanitary Code of 
New York City that applies to fluoro- 
scopy in shoe stores requires that any 
retailer who maintains such apparatus 
in his store must obtain a permit from 
the Health Department, which is not 
transferable and applies only to the 
apparatus in the specific place stated 
in the permit. Permits must be re- 
newed annually and may be revoked at 
any time for violation of the code. The 
latter contains regulations applying to 
the construction and installation of 
the machines and to the manner in 
which they may be used. 

New York regulations provide for 
conspicuous signs warning the public 
of the danger of repeated or prolonged 
exposure. The sign prescribed by the 
New York Department of Health must 
read as follows: “Repeated exposure 
to X-Ray may be harmful, including 
the exposure of human feet in shoes. 
Fiuoroscopic examinations for shoe fit- 
ting shall be limited to three exposures 
in any one day and shall be limited to 
not more than a total of 12 exposures 
in one year.” 


Compliance by Manufacturers 


Boot AND SHOE RECORDER has con- 
tacted the principal manufacturers of 
X-Ray equipment relative to their com- 
pliance with construction requirements 
of health authorities in various cities 
and has obtained from them statements 
which indicate general compliance and 
a conscientious desire and effort to live 
up to the rules of the health authori- 
ties in cities where such regulations 
have been adopted. A number of them 
submitted photostat copies of test cer- 
tificates by a certified radiation physi- 
cist, certifying to their compliance in the 
various details. Some state that they 
have incorporated safety features above 
and beyond the requirements, and since 
the regulations adopted in various cities 
have not been uniform, it is apparent 
that a machine which would measure up 
to the stringent provisions of Detroit, 
for example, would necessarily have 
some features not called for in New 
York. 

While the regulations that have been 
adopted to date have been bothersome 
in a degree to retailers in the cities 
affected, they have also provided an 
element of protection that was hitherto 
lacking and if carried out in a con- 
scientious way can give store personnel 
a sense of relative security they might 
not otherwise possess. Some health 
officials and advisers have favored 
going much farther in the matter and 
undoubtedly the best way to avoid more 
stringent regulation is for merchants 


everywhere to comply with the letter 
and spirit of regulations in force in 
their own communities or with regula- 
tions adopted elsewhere if there are 
none in their own cities. 

A few retailers interviewed by the 
RECORDER complained of the lack 
of uniform conditions and requirements, 
feeling that store personnel and the 
public everywhere should receive equal 
protection. Manufacturers state that 
aside from a few features demanded 
by some city health departments and 
not by others, such equal protection 
already exists. Here again the final 
responsibility rests upon the merchant. 
His city may not have regulations 
affecting the construction, installation 
and use of X-Ray machines, but he can 
study the rules for safe operation 
adopted in other cities. He can assure 
himself that the apparatus he is using 
conforms to the “Safety Code for Indus- 
trial Use of X-Ray” of the American 
Standards Association, as do most ma- 
chines now being produced. He can 
make certain that his machine is pro- 
perly installed to minimize needless 
exposure, that proper warning signs 
are provided and that the salesmen 
are thoroughly instructed in the use of 
the X-Ray so as to minimize potential 
danger to themselves and their custo- 
mers. 

Makers of X-Ray eauipment who 
were questioned by the RECORDER 
gave assurance that all of the machines 
now being marketed comply with gen- 
erally accepted safety standards. Most 
of them also endeavor to make provi- 
sion for incorporating in older machines 
that are still in use, various new safety 
features now required by local codes or 
considered necessary to assure positive 
protection of customers and salespeople. 
Owners of machines two years old or 
more should take steps to have them 
brought up to date. It would be well 
to seek the advice of the manufacturer 
on this point. 


Makers Issue Instructions 


Manufacturers of X-Ray eauipment 
have submitted to the RECORDER 
copies of instructions they issue for the 
use of operators, and here again it is 
apparent that they are making a con- 
scientious effort to provide safety edu- 
cation. This fact does not, of course, 
relieve the merchant of the main re- 
sponsibility of making sure that his 
own salesmen are thoroughly informed 
or of seeing to it that instructions are 
carried out. As one merchant remarked 
to the RECORDER, the X-Ray is not 
a toy for children to play with or some- 
thing to be used by the customer. Its 
use must at all times be rigidly super- 

" [TURN TO PAGE 55, PLEASE] 
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Save Time in Selling 


Two shoe salesmen were discussing sales techniques re- 
cently. Perched on packing cases in the stockroom they 
were debating the question of how many pairs of shoes 
should be shown a customer. 

“Some customers can waste a lot of time in making up 
‘their minds. For instance, this morning I had a customer 
who kept asking to see different numbers. After bringing 
out about ten pairs she finally bought the first pair she 
saw, was the comment of one. 

“I agree with you,” said the other. “One day I had 
customer after customer who would look at six or eight 
pairs of shoes then finally decide to buy the first pair I 
displayed. The next day I tried selling the first pair I 
showed each customer. 

“Tt seemed to me that I was selling more and saving a 
Jot of time. But, when I added up my book at the end of 
the day I found I had talked to more people, but actually 
1 had sold less than any other day. Now I’ve come to the 
conclusion that people just want to look at several pairs of 
shoes before they make up their minds to buy.” 

This question of how many pairs of shoes to show a cus- 
tomer has been batted around back room sessions for a 
long time. Customers enter a retail shoe store to buy, but 
before buying they usually like to look around and see 
different styles. If customers didn’t care to compare styles 
and values, they would probably do their buying by mail 
or telephone. 

Many shoppers are offended when a salesman is unwill- 
ing to present plenty of different styles from which they can 
make their selection. They like to buy, and by comparing 
several different styles and prices they feel they are buying 
—not being sold. 

What if the shoe salesman is reasonably certain that the 
first pair of shoes presented will be the customer’s final 
selection? Of course, there is a tendency to stop showing 
and start closing immediately, but this has a danger—a 
challenge to good will for the store. 

Even though the customer may purchase the first pair 
of shoes fitted she may feel a sale has been forced. When 
this happens she is not completely satisfied with the pur- 
chase and will hesitate to shop in this store again for fear 
she will be sold something she doesn’t want. 

Here are some suggestions made by successful shoe sales- 
men on how many pairs of shoes to show a customer. They 
are merely suggestions and must be altered to fit individual 
cases, but a review of them may point the way to quicker 
sales and increased good will for the shoe store or de- 
partment. 


Show Medium Priced Shoes First 


This has the obvious advantage of helping the customer 
to indicate some preference as to which way the following 
displays should be made. When low priced shoes are fitted 
first there is no alternative for the salesman except to go 
up to something higher. On the other hand, if the highest 
priced pair in the house is fitted first, the customer may 
raise the price objection right away or leave without being 
embarassed by lack of money. 


Show Three 
Three will give the customer a review of the different 
prices, styles, and qualities in stock. This can be done 
after first fitting the medium priced, moderate quality, or 
the conservative style, and then going whichever way the 
customer seems to show some interest. 
[TURN TO PAGE 54, PLEASE] 
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AT LAST 


MIKLIKS 


THE 
“ALL AROUND” 


WINTER BOOTS 
YOUR CUSTOMERS 
HAVE BEEN ASKING FOR 


Tew worn boots that 
keep feet dry and others 
that keep feet warm... 
but now they’ll wear 
MIKLIKS the boot that 
does a combination job as 
no other boot has ever 
done before! Because they 
fill such an urgent and 
long standing need, you'll 
sell MIKLIKS to all your 
customers once they know 
they are available again. 


PUFFIN BOOT 


MiKLIKS 
FOR THE 
ENTIRE 
FAMILY 





SHIELDS FOOTWEAR €O. 


BOMBAY, NEW YORK 


47 West 34th St., New York 


ORIGINATORS OF CAPESKIN BOOTEES 
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Follow Customer’s Leads 


Every customer will give some indication of what type 


& & 
shoe she prefers. If price is a consideration she will prob- 
] ] ably make some remark about how that seems to be a good 
value, or is too expensive. This is a definite lead that can 


be followed by an alert shoe salesman to save his fitting 
time. 


Show Enough to Arouse Interest 


Some customers won't give an indication of what they 
actually want, perhaps they are just resting in the shoe 
department after a hard day of shopping. But if enough 
pairs are fitted, the customer will display some interest, 
and the progressive salesman will take the hint and work 
for a close on that price line, style, or color. 





Don’t Confuse 


Convincing, not confusing, is the way most successful 
shoe salesmen add up the biggest books at the end of the 
day. Too many pairs, just as too few pairs, will tend to 
confuse the customer and make a decision difficult. There 
| isn’t any rule of thumb method that can be applied on this 
point to be sure that the customer is shown enough but not 
too many. However, selling sense will soon bring out the 
correct number to show a customer. 





Remove Undesirable Shoes 


During the fitting, some shoes will not win the approval 
of the customer. When this happens most shoe salesmen 
find that by removing the undesirable shoes from the cus- 
tomer’s view bad associations are eliminated in their minds. 





$3.95 


e 
retail Center Interest on One Pair and Close 


Closing the sale is the crucial point of the whole fitting 
process; by concentrating the customer’s interest on one 
pair in which she has shown an interest, closing is sure 
and quick. Watching for an indication of the customer’s 
interest will reveal which pair should be used in the close; 


the mosf then the whole sales story is concentrated on that pair. 


This makes closing easy and quick. 













advertised 





fel : Selling the Man with Mismated Feet 
moccasin in Amer ita@ THE delicate problem of approaching the man who has 


feet of two different sizes, or who has mismated legs, one 


a= erent ome e long, the other short, has been approached by a tactful, but 
POST faquire. hard selling, advertising campaign waged in New Orleans 
by Pokorny’s, an old established St. Charles Street shoe 

HO L | D A Yy seventeen store for men. 
Cn The campaign was, at the same time, erry tactful— 
asmapolilan . and powerful. All of the ads followed a single format to 
Field ¢ Stream give them continuity. They ran in the same position each 
Look SPORTS week in the Sunday Times Picayune—New Orleans States. 
They occupied two columns by six inches. A ruled border 


Colliers AFIELD set each off from the rest of the advertising and news con- 


tent of the page. The headlines had a punchy style—the 














e | 
lib ly a | key word in each was boxed in with rules. 
e Outdoor Life | How the Pokorny ads approached the prospect who has 
WRITE FOR NAME N | mismated feet or legs can be seen from a typical insertion. 
oe er rEeToR It was headlined, “They All Look Alike,” with the word 
Huskies Division | “Look” boxed in with light rules. The copy picked up 
the message: 
Hussco Shoe Company, Honesdale, Pa. —— on 


54 Boot and Shoe Recorder 

















Proper Use of X-Ray 
Important for Safety 


[CONTINUED FROM PAGE 52] 


vised by an informed, conscientious em- 
ployee of the store. 

A shoe merchant who has made an 
intensive study of X-Ray fitting advised 
that the RECORDER give special em- 
phasis to the “danger zone” that lies 
in front of the open porthole of every 
X-Ray machine where the customer’s 
feet are placed. The extent of this 
arc, which cannot be protected due to 
the necessity of having such an open- 
ing for foot inspection, should be de- 
termined and no person should habit- 
ually work within that area. 

This experienced shoe man also stated 
that he has demonstrated in his store 
that an interval of exposure well under 
the five second maximum some health 
boards permit is adequate for any 
X-Ray inspection required for proper 
shoe fitting. If a consistent practice 
is made of keeping the exposure inter- 
val down to such a period, possible dan- 
ger to customers can be minimized. 

For their own protection as well as 
that of their customers, shoe salespeople 
should carefully study the instructions 
for X-Ray machine operation provided 
by the manufacturers and also any 
health department regulations that may 
be in force in their particular com- 
munities. 


Washington Newsreel 
[CONTINUED FROM PAGE 22 


to $8.85) are stamped on the shoes by 
the manufacturer, thereby eliminating 
the fear of excessive middleman profits 
—prevalent with earlier black market 
products. 

For the first phase of the program, 
October to November, 1948, the shoe 
target of 700,000 pairs was reached, 
and when the target was raised to 
1,500,000 pairs monthly for December 
and January, this goal was also 
reached. 

This is in sharp contrast to the 800,- 
000 pairs produced by all bizonal shoe 
manufacturers last June—a production 
figure so low that it would have taken 
almost five years to supply each bizonal 
German with shoes. At present, more 
than 3,000,000 pairs are being produced 
each month, enough to provide a new 
pair of shoes to the entire bizonal popu- 
lation every 14 months. 

Many consumer necessities besides 
utility footwear are included in the 
Jedermann Program. Basically, its 
purpose is to give German consumers 
an opportunity to buy products which 
only a few months ago were either un- 
available, of inferior quality, or astro- 
nomically priced. 

x * * 

The Quartermaster Corps recently 
began limited procurement of a new 
blucher-type service boot. It is officially 
designated: Boot, Service, Combat, 
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in-stock department. 


YOU CAN EXPECT STEADY PROFITS WITH 


PRIMA 


DANCE FOOTWEAR 


The only line with Parent’s seal of approval! 
Here’s the shoes that practically walk out of your store by 
themselves. They’re your “bread-and- butter” styles that 
are the same year after year. Never a mark-down needed se 
with these steady sellers—and for a traffic builder, there’s 
none better! They offer a minimum investment with 
satisfactory profit, due to our large 


“~e 
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World’s largest 
dance footwear 
manufacturer 
and 
distributor! 





ACROBALLET SANDAL 














ADVANCED PLEATED-TOE BALLET 





Soft ballet in black or white colf, 
unlined, with non-skid sueded sole, 
style 10, $1.90. 

Style 12, same as style 10 only 
lined, $2.15. 








\ ~~ 





Sueded elk sandal in 
fawn, black, white, red 
or green. Style 1, $.75. 
Style 8C, same as style 
1 with 6-iron crepe 
rubber sole, $1.35. 


Full sole student ballet (not illustrat- 
ed) in black or white colt, unlined, 
with non-skid sueded sole, style 11, 
$1.90. 

Small sizes include elastic across in- 








THEO TAP TIE 











Featuring improved ‘‘feather-flex"* 
construction, over-the-toe, profession- 
al-type master tops, unattached, in 
black patent or white leather. Style 
17 — Child's 512/12, M, $2.50; 
Misses’ 1212/3, A & C, $2.75; Girls’ 
312/9, AA & B, $3.00. 








Writ 


for our new, FREE 
catalog of PRIMA 
dance footwear! 


HANDMADE 


HARD TOE BALLET 








PRIMA, Ine. 


705 Ann Street 
Columbus 6, Ohio 


flex 





In pink satin only, with new “Feather- 

construction, no breaking in re- 
quired, style 18, $4.00. 

Service charge of 15¢ per pair on orders for less than 12 pairs 

ies gy 25¢ on 3 pairs or less. Terms — net 30 days. 


HAND-LASTED 





Russet, 1948. This 10-inch boot is 
held to be better appearing and better 
adapted to the postwar period. The 
finished side of the leather is out, 
straps and buckles have been elimi- 
nated, the cuff has been eliminated by 
using single quarter pieces, new nylon 
laces go to the top of the boot, and the 
sole is rubber composition. 





New York Travelers Outing 
To Be Held July 14 


New YorK—Two hundred guests and 
members are expected to attend the an- 
nual outing of the Boot and Shoe Trav- 


elers Association of New York, to be 
held July 14 at the North Hills Country 
Club in Douglaston, Long Island, ac- 
cording to an announcement made re- 
cently by Charles Havranck, secretary- 
treasurer of the association. O. E. Hos- 
kinson is chairman of the committee in 
charge. Two main golf events will be 
the open match for both members and 
guests with top prize going to the low 
gross scorer; and that for members 
only who will compete for the trophy 
presented by BooT AND SHOE RECORDER. 
There will be an ample supply of prizes 
for other contestants, both golfers and 
non-golfers. 
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You've known the MMGUSTS sa TOURER for over 45 years... 


with many new improvements 





may here are the details: 


pen holder and pencil as illustrated. Assorted 


Whistles, Comics, Tops. Marbles colors. Available with your advertisement imprinted. 





. everything you need for low- 
priced give-aways. 


HEADQUARTERS. Since 1901 for Good . 


Novelties 


Premiums and Give-Awavs 


Creating 
Souvenirs, Birthday Gift Specialties 





New low prices prevail. 


Call or write for new 1949 catalogue. 


¥ 
Toys 


How to Install a Stock Control System 


[CONTINUED FROM PAGE 33] 


quarter, what we already might have on 
order, and that amount by which we 
might wish to reduce our indebtedness. 
Let’s say that that amount comes to 
$2,500. That leaves us open to buy 
$8,500. We feel that not over 60 per 
cent should be spent on futures; the 
rest must remain for size-ups. There- 
fore, we have $5,100 open-to-buy for 
new merchandise and $3,400 for size- 
ups and reorders for the three months. 

We then apply our percentage pair- 
age figures, tempered by discrepancies 
in cost price to find out how much we 
might buy in dollars and cents in each 
group. For example, in the first three 
months we might have done an 11 per 
cent volume in women’s style shoes 
above $9. But because that classifica- 
tion is above the average price of the 
average shoe sold, we might feel that a 
10 per cent figure would be more accu- 
rate to apply percentagewise against 
the total purchase figure. Doing that, 
we find that we are open to buy $510 in 
women’s style shoes above $9. Each 
classification is thus applied to the open- 
to-buy figure. When you get into the 
actual selling season, the size-up figure 


is used to buy what you need to bring 
your stock into perfect balance and to 
take care of immediate needs due to 
sales in staples or fast moving seasonal 
shoes. 

All purchases for the future are de- 
ducted from the open-to-buy figure in 
each classification. The fact that you 
know that you have just so much money 
to spend, means that you will spend it 
more wisely. Purchases made on the 
size-up quota in the selling period are 
deducted from that figure. When a 
merchant knows that he has only so 
much money to spend on keeping his 
stock in shape once the selling period is 
reached, he too will reorder more care- 
fully, being ever mindful of his pur- 
chase limitations. 

Thus the pairage stop, coupled with 
the dollar buying quota, should with lit- 
tle effort bring your desire to overbuy 
into line in a very short time. Temper 
all this by experience, good judgment 
and common sense, and you should reach 
a financial indebtedness that you can 
meet in relation to the volume of busi- 
ness you are doing. ; 

Try it. 





Joseph Salon Shoes 
Open New Departments 


CuHIcAGo.—Joseph Salon Shoes have 
recently leased new departments in two 
specialty shops which will be operated 
as Joseph Shoe Salons and feature 
Joseph shoes exclusively. The new 
salons will be a part of L. Strauss & 
Company in Indianapolis, and Dupler’s 
in Denver. Dupler’s is now enlarging 
and completely remodeling along the 
newest specialty store lines to carry 
women’s fashion apparel. 

Besides the new Denver and Indian- 
apolis branches, Joseph Salon Shoes, 
Inc. also operate five exclusive shoe 
shops in Chicago and suburbs as well 
as one in Beverly Hills, California. 
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The new Indianapolis and Denver 
branches will be operated by the Lockett 
Shoe Co., Inc., a subsidiary of Joseph 
Salon Shoes. B. J. Cohn, formerly of 
Paramount Shoe Co., will head this new 
division. Also active in the manage- 
ment of these new branches will be 
Joseph officers: Louis Joseph, presi- 
dent; Albert Joseph, vice-president; 
Irving Joseph, secretary and treasurer. 





Store Re-Opens 


JAMESTOWN, N. Y.—The Bootery has 
been reopened at 216 North Main 
Street following an extensive modern- 
ization program. The new store fea- 
tures a salon type of operation. 


| 
' 
| No. 100 Actual size, 12" long, contains 6"' ruler, 


THE Lederer INDUSTRIES, Inc. 


39 West 19th St., N.Y. 11 





Rubber Boots Are 
100 Years Old 


SALEM, MAss.—One hundred years 
ago this summer, rubber boots were 
being talked about by the folks in 
Salem, probably with just as much ex- 
citement as people are now talking 
about French bathing suits. In 1849, 
rubber boots were a new kind of foot- 
wear. Some people even tried rubber 
soles on their leather shoes to cushion 
their steps, and to keep their feet dry 
when they drove cows to pasture over 
early morning, dewy grass. 

Rubber boots were eagerly bought by 
gold-hungry adventurers heading for 
the rich promises of the California Gold 
Rush. They also bought rubber coats 
and blankets too, for it was said that 
California was a damp country with a 
great deal of rain and fog—this was 
obviously before the California Cham- 
ber of Commerce. 

Two factories made these rubber 
boots in Salem: Punchard & Peabody 
located on Winthrop Street, and Capt. 
John Bertram’s factory on Ward Street. 
At first, the Captain sent wooden lasts 
to Brazil in the form of shoes, where 
they were covered with rubber sap, and 
then were cured by smoking. Then the 
boots were removed from the lasts, and 
brought to Salem for sale. But when 
he set up his factory in Salem, he had 
the crude rubber brought to Salem 
where he cured it himself. 

These rubbers needed much care, be- 
cause in the Summer they would melt 
and in the Winter they would freeze. 
They were called “gum shoes,” a name 
which was used for a long time. Because 
the temperature affected these gum 
shoes, the owners kept them near the 
stove in the Winter, and in the cellar in 
the Summer. 

Vuleanization solved this awkward 
problem, when, in later years, Goodyear 
discovered his process of blending rub- 
ber and sulphur to vulcanize rubber. 
Today, rubber is used for thousands of 
purposes: from rubber bathing suits 
tc enormous tires like those of the B-36, 
and, of course, in all kinds of footwear. 
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ALL THIS... 
AND MISSES’ T00! 





THE “INVISIBLE” SHOE FORM! 
FITS ANY SHOE! FITS EITHER SHOE! 


One form for all sizes and styles... casuals, high heels, slings, ankle 
straps, etc. Looks like human foot yet does not hide trade mark on insole! 


EASY TO INSERT * GUARANTEED UNBREAKABLE 


$1 5.00 per dozen pair. 


(Orders for six pair or less will be sent C. O. D.) 


PHYL-FLEX JUNIORS 


Thirty misses’ numbers IN STOCK. Styled like 
the grown-ups in every wanted leather. Buy 
direct from the manufacturer for real values in 
$4.00 and $5.00 retailers. 


Write for Catalog 


PHYL-FLEX ‘FLATS 


The longest IN STOCK line of women’s and 
misses’ popular priced Lo-heels in America. 


See your local jobber or order direct. 
Write for catalog, “MODERN DESIGN ON DISPLAY.” Illustrates individual 
plastic display fixt No obligation, of course. 
Representatives in principal cities. Trade Mark registered.* 








ROGER KENT COMPANY. 


N. Seventh St 
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On the West Coast and in the South- 
west this form of dancing is gaining 
tremendous impetus. In Los Angeles 
the famed Palladium has converted its 
Sunday afternoon sessions into square 
dancing. At the dignified Beverly Hills 
Hotel stars and socialites go “squar- 
ing” every Friday. Promotion-minded 
stores in this city have taken up the 
idea and are featuring special shoes as 
“square dancers.” 

Various business organizations are 
seeing opportunities for themselves in 
it and are pushing its wider accept- 
ance. Stores are promoting dresses 
under the name of “Square Dance.” A 
manufacturer recently featured a 
“Square Dance Petticoat.” Big gay cot- 
ton handkerchiefs are selling as 
“Square Dance Squares.” Some few 
manufacturers have also seen possibili- 
ties for stimulating their businesses by 
tying in one or more shoes with this 
growing fashion in social recreation. 
Shoes labeled “Square Dance Shoes” 
have not always been suitable for the 
dance floor, however. In several in- 
stances the styling, by a youthful 
pattern or Western detailing such as 
tooling, has suggested the general at- 
mosphere of the square dance rather 
than attempted to provide a functional 
square dance shoe. 
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Plestics 


"Everybody's Dance—and Shoes to Go With It 


[CONTINUED FROM PAGE 30] 


To be practical, these shoes should 
be sturdy, fit well and have good soles 
and broad low heels. The shoes shown 
here are suggestions of only a few of 
the possible patterns. Some sling strap 
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"Swing Your Partner,” Gude's, Los 
Angeles, suggests, in an advertisement 
of its four-way square dance slipper. 


patterns are found to be secure enough 
for the fast steps. Generally speak- 
ing, a hard leather sole is preferred. 
Due for promotion, but not yet avail- 
able to be shown, is a low-cut soft boot 
for women, as well as men. There are 
many unexplored possibilities in this 





PHYLLIS SHOE COMPANY 


HONEST SHOE MANUFACTURERS SINCE 1929 
LOWELL, MASSACHUSETTS 


field, of shoes and boots suitable for 
square dancing and styled to look the 
part on the dance floor. We hope that 
both designers and manufactcrers will 
study the subject and turn out some 
styles that will dance right out of the 
factories into the stores and that the 
shoe retailers will put such promotions 
behind them as to make them Sa-Shay 
right into the circle. 

It will be wise for them to remember 
in these promotions that young people, 
counting the pennies in their clothing 
budgets, will be looking for square 
dance shoes that will also serve as good 
all-around sports shoes. Older custom- 
ers, with more money, may buy a pair 
of special shoes for this use. And don’t 
forget that men are square dancers, 
too. One California manufacturer has 
already added a new shoe, very West- 
ern in feeling and appearance, in a 
rcugh sueded leather in palomino or in 
blue jean material. 


Store Site Leased 


BuFFALO, N. Y.—Triangle Shoe 
Company of Wilkes-Barre, Pa., has 
leased a store at 519 Main Street on 
a long term basis. The store recently 
was vacated by Ansonia Buffalo Shoes. 
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SHOES WITH A/S7LER LEATHER SOLES 


ARE SLATED FOR REPEATED ACCEPTANCE 





You will do well to bear the fact in mind 
when ordering shoes. The public is never 
slow in remembering where properly fitted, 
enduringly serviceable, highly comfortable 
and health promoting footwear can be 
bought. 


KISTLER SOLE LEATHER 


The Balanced Bark Tannage 

For Men's, Women's and Children's Shoes 
measures up to every requirement. It speaks 
well for the worth of shoes, because its use 
is always complimentary to shoemaking 
craftsmanship. Last lines and style appeal 
are emphasized. The desire for comfort can 
be satisfied. The ever-present hope of get- 
ting the money’s worth is realized. 


IT MAKES ANY SHOE A BETTER SHOE 











Nationally known street, dress, sport, work 
and orthopedic shoes, cowboy boots and lum- 
Lermen’s shoes are bottomed with it. Write 
for names of lines. 











LEATHER COMPANY 


STREET 





BOSTON 11 


MASS. 





Buying Off 
In Detroit Show 


DETROIT. — Representation of shoe 
lines was about normal at the June 
Shoe Fair, held June 5, 6 and 7 at the 
Hotel Statler, but buying was somewhat 
under expectations. Major reasons ap- 
peared to be that retail buyers were 
characteristically cautious; and there 
was no discouragement among the 
travelers as a result. 

Play shoes showed considerable ac- 
tion, with sale of white shoes for im- 
mediate delivery and children’s lines 
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moving well. In men’s shoes, business 
signed for Fall delivery showed a pick- 
up, with leading sellers in black and 
brown calf leathers, and suedes in black, 
brown and other colors as well. 

Women’s lines generally showed a 
predominance of suedes, with colors un- 
usually diversified. White, however, 
was stil] dominant. Favor was divided 
between high and Cuban heels. 

In the sports shoe field, crepe and rib 
soles were favored, with brown, wine 
and some green outstanding colors, in 
addition to black. White leathers again 
predominated in play shoes, with 
fabrics of little importance. 


Letters 
to the 
Recorder 


How Much Inventory 
For a Small Store? 


Editor, BooT AND SHOE RECORDER: 

I am wondering if someone among 
your readers could give us the answer 
to our problem. 

We have a small store in a town of 
16,000 people. For the past ten years 
we have operated a complete family 
shoe store, with no more than $9,000 
stock at any time. We averaged about 
$45,000, and were able at all times to 
pay our bills. I might add that, outside 
of some department stores that carried 
shoes, we were the only complete shoe 
store in town. 

Two years ago, four other shoe stores 
opened up here, and since then, our 
business has dropped off to where we 
can do about $38,000 a year at the most. 
Our problem now is this: 

How can we, in a Southern town, 
needing both dark and light shoes all 
year ’round, maintain a good stock with- 
out too much investment? To carry 
ladies’ shoes, both dress shoes and play 
shoes, in all sizes from 4 to 10, in AA 
through B or C, and wider for arch 
shoes, plus a complete line of children’s 
shoes of all kinds, plus a man’s line, 
with loafers, tennis shoes, dress and 
work shoes, etc. How much inventory 
would it take to stock my store? 

At the present time we have only 
ladies’ casual shoes, plus some arch 
shoes, no dress shoes of any kind. We 
do have a complete line of children’s 
shoes, but no men’s shoes at all. Our 
stock runs about $17,000, which is a lot. 

What I want to know too is how can 
a small merchant like myself put in a 
stock of everything on around $15,000? 
We lose sales on all types of shoes, you 
know, evening slippers and such. 

If it were possible, could you or some 
one of your readers fix us up an ap- 
proximate inventory that we should 
carry to have a family shoe store stock 
figuring to do about $35,000 to $40,000 
a year? 








Schedule Shows for 
Three Years 


Los ANGELES—West Coast Shoe 
Travelers’ Associates have formulated 
plans relative to style shows for the 
next three years, thus giving hotels and 
travelers time to make preparations. 

The Fall show of the association will 
be held in Los Angeles at the Biltmore 
and Lankershim Hotels and the Haas 
Building from Nov. 13 to 16, while the 
Spring show next year will be at the 
Hotels St. Francis, Sir Francis Drake 
and Plaza in San Francisco, May 21 to 
24, 1950. 
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RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Committees Initiate Spring Shoe Styling 





Groups Meet in New York to Select Leather Colors for Spring and 
Summer, 1950—Men’s Style Committee Session Held 


NEw York—The second week in June 
was the occasion of a number of im- 
portant committee and group meetings 
held here for the purpose of initiating 
plans for the styling and designing of 


tion to its members. This is expected 


to highlight some interesting and im- 
portant new developments, among them 
new types of lighter weight shoes for 
the warm weather season which 


are 





Meeting of the Men's Shoe Style Committee under direction of the NSRA. Left 
to right: L. E. Langston, Frank Casey, John Gavin, George B. Hess, Harvey Kopp, 


Jack Olinsky, Al Fellman and Neil Overman. Second row: Henry 


Hurwitz, Keith 


A. Hemenway, Stephen Heller, Robert Cook, Donald Bartiey, Paul MacBride, Paul 
Atkins, Paul Hanne, Herbert Otterberg, Samuel Munger, Herbert Adler, A. H. 


Billet, Lewis Aucliair, Alfred Donovan, Harold R. Quimby, Keats Boyd. 


Third 


row: Robert Shaffer, Louis C. Lyda, Francis E. Ryan, A. C. Mudge, Clyde Wooley, 
Melvin Reese, Lyle Hammond, Morton Izen, Herbert J. Rich, Jr. 


shoes for the Spring and Summer sea- 
sons of 1950. Results of such planning 
will be reflected in the new lines to be 
exhibited to the retailers of the coun- 
try at the National Shoe Fair in Chi- 
cago at the end of October, and in vari- 
ous territories and sections of the 
country following that event. 

These various meetings, and particu- 
larly those which had to do with the 
adoption of leather colors for the 
Spring and Summer of 1950, were held 
about two weeks earlier than usual, 
mainly for the purpose of getting an 
early start on production and promo- 
tion. Thée official schedules of leather 
colors for men’s and women’s shoes 
adopted by representatives of the shoe 
and leather industries in conference 
with the Textile Color Card Associa- 
tion are published elsewhere in this 
issue. 

The Men’s Shoe Style Committee 
met under the direction of the National 
Shoe Retailers Association on June 6 
at the Ritz-Carlton Hotel to determine 
on a shoe style program for next 
Spring and Summer. Results of their 
discussions will be formulated in the 
usual report to be issued by the associa- 
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expected to afford an opportunity to re- 
tailers to increase their volume of sales 
during that period of the year. Similar 
meetings for planning and discussion 
of 1950 styles are to be held later by 
the women’s and childrens shoe style 
committees. 

The Joint Men’s Color Identification 
Committee met June 7 at the Ritz- 
Carlton to select the colors for men’s 
Spring and Summer shoes, and the 
Joint Women’s Color Identification 
Committee met the following day to 
perform a similar function for the 
women’s branch of the trade. Both of 
these meetings were held under the di- 
rection of the National Shoe Retailers 
Association and the National Shoe 
Manufacturers Association. Present at 
these meetings were the following: 

At the joint Women’s Color Identi- 
fication Committee: Al Bogutz, New- 
ton Elkin, Philadelphia; Abe Fish, 
Filene’s, Boston; Larry Horan, J. & J. 
Slater, New York; Normand Liberty, 
H. O. Rondeau Shoe Co., Farmington, 
N. H.; Louis B. Keane, A. S. Beck, 
New York; Paul Johansen, Valley Shoe 
Corp., St. Louis; Gifford Foley, Flor- 

[TURN TO PAGE 73, PLEASE] 


Good Attendance at 
Indiana Show 


INDIANAPOLIS, IND.—Over 200 regis- 
tered on the opening day of the 28th 
annual shoe show sponsored by the 
Indiana Shoe Travelers Association, 
June 5, 6 and 7 at the Severin and 
Claypool hotels in Indianapolis. 

A month later than usual, the date 
was said to fit in better with present 
day plans, and to account for an in- 
crease in attendance over the past few 
years. 

On opening day a buffet luncheon for 
retailers and salesmen replaced the 
usual night banquet held for salesmen. 

At the regular luncheon on June 6th 
for retailers and salesmen, 151 attend- 
ed, which was an increase over the past 
few years. The guests thoroughly en- 
joyed the speaker, Harry Geisel, for 18 
years umpire of the American Baseball 
League. 

There were 110 lines of shoes on dis- 
play. For the most part, retailers were 
buying for immediate needs, but some 
future business was placed. 

More interest was shown in the lower 
priced lines, but the higher priced still 
continue to sell. 

Officers of the association are: Carl- 
ton F. Klaus, president; Lee Witham, 
vice-president; R. F. Grosskopf, treas- 
urer; and Hilary B. Thrall, secretary. 
The following are directors: F. M. 
Brown, O. W. Tovey, E. P. Bayless, H. 
H. Smeltzer and R. F. Grosskopf. 

The convention staff responsible for 
the success of the show were Mr. Thrall, 
chairman, Mr. Brown and John J. 
Mahrdt. 

The next show will be held December 
4, 5 and 6, 1949 at the Severin Hotel. 





Consider Fall Business 
Prospects Good 


BuFFALO, N. Y.—A round table dis- 
cussion on current selling conditions 
highlighted the June 7 meeting of the 
Greater Buffalo Shoe Retailers Associa- 
tion at the Stage Door Restaurant. 
President Michael Santercole. recovered 
from a recent illness, presided. 

The consensus of members participat- 
ing in the discussion was that Fall busi- 
ness prospects were bright. Retailers 
don’t expect that Fall prices will be 
much lower, with a few exceptions. 
Good back-to-school business is expected 
in children’s and teen’s shoes. 

Joseph Kirschoff was appointed gen- 
eral chairman for the association’s an- 
nual outing to be held at the George 
Lamm Post of the American Legion, 
Wherle Drive, Williamsville, Aug. 17. 
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Committee Sets Dates for Next PPSSA Show 





Standing, left to right, Alfred L. Morse, Paul Kleven, Stuart Armstrong, David 
W. Herrmann, J. C. Moore, Daniel J. Danahy, i. M. Kay, Myer Saxe, Normand P. 
Liberty, Benjamin Seligman. Seated, left to right: David L. Slann, Edward Atkins, 
Mark A. Edison, Frank S$. Shapiro, A. W. Berkowitz, and Maxwell Field. 


New YorkK.—The Joint Industry Com- 
mittee of the Popular Price Shoe Show 
of America, at a dinner meeting held 
here recently, announced that the next 
Popular Price Shoe Show of America 
will be held November 27 to December 1 
at Hotels New Yorker and McAlpin, 
New York. A fashion show will again 
feature the week’s activities. 

Attending the meeting were: Alfred 
L. Morse, Morse Shoe Stores, Boston; 
Paul Kleven, Klev-Bro Shoe Co., Derry, 
N. H.; Stuart Armstrong, Wiley-Bick- 
ford-Sweet Corp., Worcester, Mass.; 
David W. Herrmann, Miles Shoes, Inc., 
New York; J. O. Moore, Miller-Jones 
Co., Columbus, O.; Daniel J. Danahy, 
Dan Danahy Shoe Co., Marlboro, Mass. ; 
I. M. Kay, The Berland Shoe Stores, 
Inc., St. Louis; Myer Saxe, Kesslen Shoe 
Co., Kennebunk, Me.; Normand P. Lib- 
erty, H. O. Rondeau Shoe Co., Inc., 


Farmington, N. H.; Benjamin Seligman, 
general counsel; David L. Slann, But- 
ler’s, Inc., Atlanta, Ga.; Edward Atkins, 
co-manager; Mark A. Edison, Edison 
Bros., Inc., St. Louis; Frank S. Shapiro, 
Consolidated National Shoe Corp., Bos- 
ton, co-chairman; A. W. Berkowitz, 
Bourque Shoe Co., Raymond, N. H.; 
Maxwell Field, co-manager. 

Other members of the committee are: 

George A. Dempsey, Crossett Shoe 
Co., Boston; John Foote, The John 
Foote Shoe Co., Brockton, Mass.; Hen- 
ry C. Stillman, H. C. Stillman Shoe Co., 
Lawrence, Mass.; Harry Karl, Karl’s 
Shoe Stores, Ltd., Los Angeles; Law- 
rence Merle, Endicott Johnson Corp., 
Endicott, N. Y.; Frank J. Schell, Sears, 
Roebuck & Co., Chicago; and George L. 
Smith, G. R. Kinney Co. Inc., New 
York. 





Merchant Observes 
87th Birthday 


CHARLOTTE, N. C.—‘Any young fel- 
low who was willing to work hard, and 
do his best could have done as well as 
I did,” says 87-year old William Henry 
Belk, head of a chain of 276 family 
stores in 12 states with headquarters 
here. On his 87th birthday last month, 
he said, “The trouble with a lot of folks 
is that they just don’t want to work.” 

Mr. Belk got the urge to work at the 
age of 14. “I always have liked to sell 
goods,” he said. “I figured when I was 
just a young boy that I’d like to be a 
merchant and get into the store busi- 
ness. I worked three months for B. D. 
Heath general store in Monroe for $5 
a month—and that wasn’t bad in those 
days—and during that time I saved 
$14.85. Then I got a raise, and it was 
a big one, too, from $15 to $25 a quar- 
ter. Eight dollars and 33 cents a month 
was good money then.” 

Soon he was promoted to head clerk 
and confidential man at $40 a month. 
By this time, he was in a position to 
realize his early ambition of owning 
his own store. He resigned from his 
job, and on May 29, 1888, he had his 
first store. Later, he opened stores in 
Chester, Union S. C. and Charlotte. 
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With the help of his brother, the late 
Dr. J. M. Belk, who joined with him 
in the early days, the stores grew 
rapidly, until today they represent one 
of the greatest merchandising chains 
in the country. 

Mr. Belk was born in the Waxhaw 
section of Lancaster County, S. C., the 
son of Abel Nelson Washington Belk 
and Mrs. Sarah Walkup Belk. His 
father was drowned by a group of ma- 
rauding Federal soldiers under General 
Sherman when the Union general was 
concluding his invasion of the South. 
He was two years old, his older brother 
was four, and the youngest son of the 
Belks was an infant. The three were 
reared during the harrowing days of 
Reconstruction by their mother, who 
lived to be 96 years old. 

At 87, Mr. Belk is as erect as a 
general, enjoys excellent health, puts in 
a regular schedule at his two offices, 
and has no intentions of retiring. He 
says, “I hope I can keep on working a 
long time yet.” He looks as though he 
will, too. 


Public Relations Topic 
For Detroit Shoe Men 


DETROIT—“Public relations means— 
making people think well of you and 





Dates to Remember 


Shoe Show, Michigan Shoe Travelers’ 
Club, Hotel Statler, Detroit. 


July 10, 11, 12, 1949 
Baltimore Shoe Club Show, Lord Balti- 
more Hotel, Baltimore, Md. 
July 24, 25, 26, 27, 1949 
Shoe Show, Tri-State Shoe Travelers’ As- 
sociation, Hotel Statler, Buffalo, N. Y. 
July 24, 25, 1949 
Golf Tournament, West Coast Shoe 
Travelers’ Associates, Lakewood 
Country Club, Long Beach, Cal. 
; July 26, 1949 
Spring Showing, Allied Shoe Products 
and Style Exhibit, Hotel Belmont 
Plaza, New York. Sept. 6, 7, 8, 1949 
Opening of American Leathers for 
Spring, Tanners’ Council of America, 
Waldorf-Astoria Hotel, New York. 
Sept. 7, 8, 1949 
National Shoe Fair, Chicago, Ill. 
October 31, November |, 2, 3, 1949 
Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, William Penn 
Hotel, Pittsburgh, Pa. 
Nov. 5, 6, 7, 8, 9, 1949 
Spring Shoe Show, Southeastern Shoe 
Travelers’ Inc., Sheraton Bon Air 
Hotel, Augusta, Ga. Nov. 5, 6, 7, 8, 9, 1949 


Michigan Annual Shoe Show, Michigan 
Shoe Retailers Association and Michi- 
gan Shoe Travelers’ Club, Hotel Stat- 
ler, Detroit, Mich. Nov. 6, 7, 8, 1949 
Spring Shoe Show, Central States Shoe 
Travelers, Hotels Muehlebach and 
Phillips, Kansas City, Mo. 
Nov. 6, 7, 8, 
Spring Shoe Show, Middle Atlantic Sho> 
Travelers’ Association and Middle At- 
lantic Shoe Retailers Association, 
Benjamin Franklin Hotel, Philadelphia. 
Nov. 12, 13, 14, 15, 16, 
Spring Shoe Show, Southwestern Shoe 
Travelers’ Association, Adolphus, Baker 
and Southland Hotels, Dallas, Texas. 
Nov, 13, 14, 15, 16, 
Shoe Show, West Coast Shoe Travelers’ 
Associates, Haas Bldg., Hotels Bilt- 
more and Lankershim, Los Angeles, 
Cal. Nov. 13, 14, 15, 16, 
Spring Shoe Show, lowa Shoe Travelers’ 
Association, Hotel Fort Des Moines, 
Des Moines, lowa. Nov. 27, 28, 29, 1949 
Popular Price Shoe Show of America, 
Hotels New Yorker and Mc Alpin, New 
York. Nov. 27, 28, 29, 30, Dec. 1, 1949 
Shoe Show, Empire State Footwear Asso- 
ciation, Onondaga Hotel, Syracuse, 


1949 


1949 


1949 


1949 


N. Y. Nov. 27, 28, 29, 1949 
Market Week, Ak-Sar-Ben Men's Ap- 
poarel Club, Inc.. Omaha, Neb. 


Jan. 21, 22, 23, 24, 1950 





your organization,” Detroit shoemen 
were told by Norman H. Hill, of Gen- 
eral Publicity Service, in a noonday 
luncheon meeting at Cliff Bell’s Cafe. 
Hill was formerly administrative as- 
sistant to then Governor-General 
Frank Murphy (now Supreme Court 
Justice in the Philippines.) 

Hill advised shoe retailers to devote 
increasing attention to television as a 
promotional medium, and discussed at 
some length its special techniques and 
ability to command immediate public 
response, but cautioned them that the 
element of action must be added to the 
message delivered. 
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Entertains Customers While Fitting Shoes 





Bridgeport Store Installs Television Set to Keep 
Folks Interested While the Salesmen 
Do Their Stuff 


BRIDGEPORT, CONNECTICUT—The Mar- 
tin Florsheim Shoe store at 81 Fairfield 
Avenue has installed a television set so 
that its customers can see the programs 
while being fitted. 

“The idea of having a television set in 
the store,” remarked Mr. Al. Levinger, 
the manager, “was based on the fact 
that so many people are eager baseball 
fans. We felt that it would help in- 
crease our volume of business, and with 
that thought in mind we decided to give 
it a try. 

“It certainly worked,” continued Mr. 
Levinger. “From the very start, many 
people came in, old customers and new 
ones. Our sales kept climbing and we 
received many compliments both from 
customers and other merchants. 

“We have a sign on our front window 
inviting people to watch televison as our 
guests, without any obligation on their 
part to purchase. The set was placed 
here through the courtesy of Cellar 
Associates, of Bridgeport. In this way 


there was no expense to us. Other shoe 
store proprietors could possibly make 
the same arrangement with a local 
radio dealer.” 

Mr. Levinger was given free publicity 
by the Bridgeport Herald for his novel 
idea and a well known men’s shoe firm 
sent their advertising man to talk to 
him. Samuel Di Pace, the assistant 
manager, said: “Our store is always 
willing to pioneer in any new ideas for 
the customer’s benefit. 

“We will continue to have baseball 
games on the television up to and 
through the World Series,” asserted the 
manager. “We also hope to get a set 
for our front window in time for the 
series. 

“In this way people both inside and 
outside will be able to enjoy the game 
thus giving us two-fold advertising. 
The idea has~ proved so successful in 
our store that I can heartly recommend 
it as a simple, easy way to create 
greater sales.” 





Raymond Kohn to Direct 
1950 St. Louis Show 


St. Lours—A Fourth Fall Showing, 
follow-up to the highly successful event 
staged here this Spri:fr, has been sched- 
uled by the St. Louis Shoe Manufac- 
turers Association for April 24-26, 1950, 
A. J. Brauer, Jr., president of that or- 
ganization, has announced. 

“Because of the enthusiastic reaction 
from both manufacturers and retailers 
to our recent St. Louis showing,” 
Brauer stated, “we plan to repeat this 
decidedly worthwhile performance. The 
April show proved St. Louis’ dominance 
as the world’s greatest one-stop mar- 
ket.” Approximately. 3,000 retailers 
attended last April’s show here. 

Raymond Kohn, chairman of the as- 
sociation’s Convention Committee, will 
serve as general chairman for the event, 
succeeding Harry Bennigson, Brauer 
revealed. Kohn is sales manager for 
the Wolff-Tober Shoe Manufacturing 
Company. Other committee members 
and chairman will be announced later. 

Because of limited hotel space in 
St. Louis, next year’s Spring showing 
will again be restricted to firms man- 
ufacturing in the St. Louis area, 
Brauer stated. 

Plans are already under way to build 
the coming event to even greater pro- 
portions than the previous one, accord- 
ing to the association president. 


Lowest Bidders to Get 
Service Shoe Contracts 
Boston, MAss.—In a recent exchange 
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of letters between Maxwell Field, execu- 
tive vice-president, New England Shoe 
and Leather Association, and Gordon 
Gray, Secretary of the Army (then Un- 
der Secretary), it was pointed out by 
Secretary Gray that as a result of a 
ruling by The Comptroller General, both 
the Army and Navy must award con- 
tracts to the lowest responsible bidders, 
regardless of whether they are small or 
large concerns. 

Secretary Gray’s letter said in part: 

“Recently the Department of the 
Navy awarded a portion of a shoe pro- 
curement to two small business concerns 
which were not the lowest bidders solely 
on the basis that the two bidders quali- 
fied as small business concerns. 

“The contracts were brought to the 
attention of The Comptroller General, 
who, in a letter to The Secretary of the 
Navy, dated May 20, 1949, stated that 
the awards should not have been made 
and expressed the opinion that Public 
Law 413, 80th Congress, does not au- 
thorize and was not intended to author- 
ize the awarding of contracts to other 
than the low bidders in those cases 
where advertising is required solely on 
the basis that the bidder qualified as a 
small business concern. In view of this. 
the Department of the Army must 
strictly adhere to the law and make 
awards to the lowest responsible bid- 
ders.” 


Store Reopened 


Mena, ARK.—Southside Shoe Store 
has announced its reopening at 916 
Mena Street. The firm features shoes 
for the entire family. 


Which is your 
Window? 





UNSIGHTLY “‘blindfolds” lose 
sales—protect only halfway! 





WITH FAMOUS 


TRANSPARENT SHADES 


WHY suffer from sunfading—or why 
hide your windows? Like 75,000 other 
merchants, you can enjoy both Sun 
Protection PLUS Visibility. Just install 
Infra-Chem Transparent Shades! 
* This exclusive “miracle shade” gives 
top-to-bottom protection—stops both 
direct and reflected fading rays as awn- 
ings alone can’t do. Never weather- 
beaten nor shabby either, for Infra- 
Chem fits INSIDE your windows. 
* For lower display costs and more 
sales, see all the Infra-Chem story. 
Mail this coupon or write—-TODAY. 


SAMPLES 


BROCHURE 
ESTIMATE 





YES— Rush me new brochure, generous Infra- 











Chem test samples, and estimate dota. All 
: without charge. i 
, a PORITIOR : 
A sear wat t 
§ 
i ADGRESS 15-239 (ase) - 


50! N. Figueroa St., Dept. 167-C 
Los Angeles i2, California 
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PICTUR-VISION 
CABINET PROJECTORS 


Have been specially developed for the shoe 
industry by the makers of Pictur-Vision 
equipment. 

Pictur-Vision Cabinets are designed to 
increase your sales. They create impulse 
buying, convince the shopper on the spot 
and close the sale. Your story is presented 
in a sequence of 16 beautiful Kodachrome 
slides that change at six second intervals 
and operates continuously. Pictur -Vision 
gives action —drama—color to your story 


., and best of all, it’s right on the spot 


where your product is sold. 





Ideal for sales meetings, 
conventions, dealer training 
schools, safety meetings, edu- 
Acie. cating store personnel and a 

real demonstrators selling aid. 


Remote control push button arrangement 
makes it easy to train dealers, salesmen, 


U.S. PATEN) 
No. 2369483 


personnel. Just press the button to change | 
slides. Entire sequence (16 pictures) can be | 


changed in a few seconds. Easily adapted 
for speeches on wire recording tape or con- 
ventional records. 

Pictur-Vision Cabinet Projectors are stur- 
dily built with light weight steel construc- 


tion, the entire unit weighing less than 100 
Ibs. A large 14%x 21 inch rear projection | 


screen gives maximum brilliance. Equipped 


with Solarbrite Projector, uses 750 Watt | 
200 hour lamp. 3 inch coated lens. Height | 


36” with 16” square base. Requires only 4 
sq. ft. of floor space. 


COMPLETE PACKAGE UNIT = 3 9 5 


Ready te use with no attach- 
ments te buy. Just slip in your 
slides and plug in the cord . . 





F.O. B. 


Picture Recording Company 
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Open Shoes in 
Smooth Leathers 


WASHINGTON. — Harry Hahn, vice- 
president of the Hahn Shoe Stores, fee's 
that women these days want comfort- 
able shoes above all else. Naturally 
they want the shoe to be stylish, attrac- 
tive and graceful. But they insist that 
shoes also be comfortable. 

“That is why,” said Mr. Hahn, “the 
trade no longer speaks of medium-heel- 
ed shoes as ‘old ladies’ shoes.’ Many 
of the smartest dressed women these 
days want stylish shoes with medium 
heels. 

“My grandfather started this busi- 
ness 76 years ago. Of course Washing- 
ton has changed during that period— 
and so have shoe styles. Now we have 
seven stores in the city, and a new one 
is being opened some time in August. 
The women here know that the Hahn 
shoe stores sell every type of shoe which 
is new, stylish and comfortable. 

“Women usually know what they 
want and the trade can’t put anything 
over on them. For instance, the effort 
to put across the closed toe, closed heel 
shoe as the ‘big number’ was a fiasco, so 
far as this town is concerned. The wo- 
men wanted and demanded the open 
toe, sling back, sandal and platform 
type of shoe—and they are getting it. 
This too is because they find such shoes 
more comfortable than the closed shoe. 

“Another type of shoe which some 
people thought would go out of fashion 
was the white shoe. Sure, during the 
war period the white shoe was not 
bought as much, but this Summer they 
are being bought in larger numbers 
than ever. 


“As for the Fall shoe, I feel certain 
that women will go in for good tailored 
shoes to go with the more tailored 
clothes worn in the Fall. So many wo- 
men go to business and wear tailored 
clothes, that good looking polished 
leathers will be more popular than they 
have been during the past few years. 
Women in this city are finding them 
more practical than suede shoes in some 
instances, particularly with sports 
clothes. 

“Of course, we carry men’s shoes in 
some of our stores. The most popular 
line we have sold this past year has 
been the brushed leathers or suede type 
of shoes. We sell them in brown, blue 
and gray and the men are finding them 
stylish and comfortable. They go well 
with their business clothes, giving the 
foot a smart, neat appearance. Be- 
cause these shoes take on the contour of 
the foot easily, they are exceedingly 
comfortable too. 

“Both men and women find present 
day city living too hectic to ignore com- 
fort. The day when women all insisted 
on the highest heels in order to be 
stylish still goes for the very young 
women perhaps. But more women are 
taking on jobs, community interests, 
volunteer work and other pastimes 
which take them out of the home. Com- 
fortable shoes have therefore become a 
necessity.” 





New Styles Increase Sales 


MICHIGAN City, IND. — Closed toes 
and new patterns in women’s shoes in 
the $10.95 bracket have brought an ex- 
ceptional response, according to Walter 
H. Feallock, of the Feallock Shoe Co. 
The firm, during the Summer, will fea- 
ture all white in low and medium heels 
and wedge-type styles. 





Men’s Shoe Time in Chicago 





Chicago.—Men's shoe buyers for Maurice L. Rothschild gathered recently to 
buy their Fall shoes. The entire group makes two buying trips to Chicago a year, 
making most of their buying plans at that time. Left to right: Henry A. Mickelson, 
Maurice L. Rothschild-Young Quinlan Company, Minneapolis, Minn.; B. Harold 
Bills, Rothschild store, Evanston; William Horne, Rothschild store, St. Paul; A. M. 


Smith, Rothschild, Chicago store. 
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C. W Marks Shoe Company 
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The f1.5.KREIDER C0. 


WRITE FOR CATALOG 
OF OUR COMPLETE LINE 


Our complete line of infants’ shoes—up to 
age S—gives you over 30 different styles 
to choose from. 

Accepted by porents since 1894— 
KREIDER’S KOMFIES and SWEETHEARTS 
—ere priced lower than you think for shoes 
of such quolity. 


te loath 





Choice j . prewelt 
tion with Goodyear welt oppecrance. 
Immediate from stock. 
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Established 1870 
Bridge and Mausoleum Berger Heads 


To Commemorate George F. 


JOHNSON City, N. Y. — The Triple 
Cities’ monument to the late George F. 
Johnson, co-founder of Endicott-John- 
son Corporation, will take the form of 
a mausoleum at the Johnson City ap- 
proach to a new Johnson City-Vestal 
bridge. The project has been approved 
by the 175-member committee which 
has been considering thousands of sug- 
gestions for a memorial to the late in- 
dustrialist and philanthropist. 

Present plans call for the removal of 
Mr. Johnson’s body from Riverhurst 
Cemetery to a mausoleum in the center 
of a large traffic circle near the $2,000,- 
000 bridge, construction of which will 
be started by the state this year. It is 
expected that the bridge will bear Mr. 
Johnson’s name and that the grounds 
surrounding the memorial will be main- 
tained by the state. 

The memorial project committee said 
that the most popular proposals for a 
memorial were the construction of a 
stadium or coliseum. However, the 
$6,000,000 to $8,000,000 which such a 
structure would cost was considered 
prohibitive. 

Charles F. Johnson, Jr., expressed 
the approval of the Johnson family. He 
said that his uncle, if alive, probably 
would not want a memorial, but if 
there were to be one, he would want it 
modest. 
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Philadelphia Merchants 


PHILADELPHIA.—At a recent meeting 
of the Philadelphia Retail Shoe Mer- 
chants Association, Stanley C. Berger, 





STANLEY ©. BERGER 


of the Dr. Locke Shoe Store, was re- 
elected president. Mr. Berger is also 
past president and on the board of di- 
rectors of the Middle Atlantic Shoe Re- 


tailers Association. 

Other officers elected were: Vice- 
president, A. Spector of Dial Shoes; 
treasurer, Gerald Gellady of Ansonia 
Shoes; and secretary, David Goldstein 
of the Goldstein Shoe Stores. 

Directors who were appointed by the 
association are: Barnett J. Chamis of 
Foot Step Shoes; M. Schwartz of Dunn 
Shoe Stores; Irving Lewis of Enzel 
Shoe Stores; L. Dunoff of Dan’s Shoe 
Store; M. Sussman of Royal Shoe 
Stores; and H. Weinstein of L. & W. 
Shoe Stores. 

“Closer working cooperation between 
retail shoe merchants in the city has 
been attained through our meetings,” 
stated Mr. Berger. “Problems of any 
nature that are pertinent to better con- 
ducting the shoe trade have been dis- 
cussed, and members make every effort 
to find a workable solution. Some of 
the topics for discussion that have been 
covered are labor conditions, suitability 
of styles and materials, and possible 
business conditions of coming seasons. 

“Our consensus concerning business 
for Fall is that it will be much better 
than it was in the Spring. This is 
especially true of quality shoes. The 
people who have been trading down be- 
cause of price are coming to realize that 
they cannot get the same comfort and 
wear in the cheaper shoes. A more se- 
lective stock is important now and will 
have much bearing on the amount of 
business done.” 
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finest shoe merchandising aid ever offer- 
ed. See Why .. . literature on request. 


m. B. ADRIAN & SONS 


rs va ae f 


Cc OMPAN Y 





2507 S. HOWELL AVE 


Plan Displays That 
Pack a Selling Punch 


[CONTINUED FROM PAGE 35] 


this season of the year and the volume 
of advertising space devoted to them by 
railways, steamship and air lines and 
the Summer resorts of seashore, moun- 
tains and country. Shoe advertising and 
window displays that tie in with these 
Summer travel and vacation interests 
can hardly escape the attention of the 
buying public. 

Maps, colorful resort literature mag- 
azine pictures, luggage and _ sports 
equipment can be used as “props” in 
planning and creating shoe displays 
with Summer appeal. With the use 


64 


MILWAUKEE 7, WIS 





of such materials and comparatively 
simple designs like those shown on these 
pages it is easy to contrive inexpensive 
windows that are timely, attractive and 
also pack a powerful selling punch. 


Shoe Club Organized 


CALGARY, ALBERTA—A shoe club has 
been formed in Calgary. At a recent 
meeting in the Palliser Hotel in that 
city, first steps for the formation of the 
club were taken, with Phillip Bourque, 
manager of Spences’ Ltd., acting as 
provisional chairman of the organizing 
committee. One hundred representa- 
tives of the shoe industry attended the 
first meeting. 


Plans Ready for 
Baltimore Show 


BALTIMORE, MpD.—Preparations for 
the Baltimore Shoe Club Shoe Show to 
be held July 24-27, inclusive, at the 
Lord Baltimore Hotel, are being made 
by a committee that comprises some of 
the best-known names in the Baltimore 
shoe industry. 

Irvin Volk is chairman of the commit- 
tee with the following serving as co- 
workers: Sam Abrams, E. Flax, E. 
Franken, Harry Goodman, Harry Har- 
ris, Gilbert Katz, Simon Madow, Max 
Meyers, Robert Rubin, Elkin Ries, 
Nathan Schenthal and Harry Snook. 

The interest shown by leading whole- 
salers and manufacturers has been con- 
siderable, and good attendance of shoe 
retailers on the Eastern Seaboard is 
anticipated on the basis of the many 
inquiries that already have been re- 
ceived. 

The show will be participated in not 
only by distributors of footwear, but 
also by accessories firms. 

A banquet and floor show have been 
arranged and stage, screen and radio 
stars are scheduled to participate. Sam 
Abrams is in charge of arrangements 
for this event, which is certain to be the 
best attended of any held by the club. 





Advertising Strip 
Follows “‘Funnies” 


BOULDER, COLO.—In order to keep its 
lines of nationally advertised shoes be- 
fore the public regularly, The Shoe 
Box, which now has both a downtown 
store and a store “on the hill,” in the 
University section of the city, uses an 
advertising strip beneath the comic 
strips in The Boulder Camera, a posi- 
tion that has been proved to have wide 
reader attention. 

One-half of the space lists the fea- 
tured lines; the remainder carries the 
store’s unique signature cut of a shoe 
box, with the slogan ‘““Where Prices Are 
Right,” followed by the two locations. 


Color Ad Used to 
Sell Men’s Shoes . 


SACRAMENTO, CALIF.—Don Burton 
Shoes for Men at 1028 K. Street, this 
city, reeently used a large-space, four- 
color advertisement to promote suede 
shoes for men. Three pairs of oxfords 
were shown, in a warm brown, pearl 
gray and blue. Other colors mentioned 
in the copy were baleneiaga and black. 
Papers used were the Saveramento Bee 
and the Sacramento Union. “Customer 
response was most satisfactory,” it was 
stated by William M. Sullivan, store 
manager. “Several other merchants 
have copied our idea to promote the sale 
of shirts and other articles of men’s 
wear.” The shoes retailed for $18.95. 
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GOTHAM Athletic Footwear 





ORDER NOW FOR FALL 
New-Low Priced 





MAJORETTE BOO 


e LITTLEWAY 
Construction 

e WHITE ELK 

¢ GOTHALITE 
Wear-Rite 
Leather Shade Sole 


$475, 


2/10 net 30 F.O.B. 
Binghamton 
Less than 6 pair 
2Se¢ per pair extra 


SIZES 4 te 9 
(Whole sizes only) 


Write for samples and catalog. (Samples must be retained) 


Manufacturers of 


BOWLING, FOOTBALL, BASKETBALL, BASEBALL 
BOXING SHOES — ROLLER SKATE OUTFITS 


GOTHAM SHOE MFG. CO., Inc. 


BINGHAMTON, NEW YORK 





Scott Offe 


A STYLE 


Five distinct styl 
tions to insure just 


The Longitudinal 
sponge rubber and 


Complete Scott 
Catalog on 





OMA 








A Shoe Cocktail Bar in Window Display 


Browning King display of coo] Summer types for men which proved to be an 
effective traffic-stopper. 


New YorkK.—“First you have to stop 
them, before you sell them,” says Harry 
Fellman, who designed the cool and at- 
tractive window display of men’s Sum- 
mer shoes in the Browning King & Co. 
men’s wear store at Fifth Avenue and 
45th Street. Retailers who are con- 
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stantly looking for new slants in window 
displays would do well to study the 
“What’ll You Have?” theme of this dis- 
play. The picture above illustrates the 
clever use of an idea that automatically 
conjures in a man’s mind impressions of 
cool comfort in shoes. 


The finest and most complete lines made—specially hand- 
formed by expert Scott craftsmen in our new, modern home. 


styles in sponge rubber and 2 grades of felt with leather top- 
ping if desired. With tacks or adhesive backing. 








rs Most Complete Line of 


METATARSAL PADS and 
LONGITUDINAL SUPPORTS 


AND SIZE FOR EVERY FOOT 


les of Metatarsal Pads in numerous varia- 
the right pad for every foot condition. All 


line includes 5 distinct styles. Available in 
felt, in a full range of sizes and elevations. 


SOLD EXCLUSIVELY 
THROUGH SHOE STORES 
SHOE DEPARTMENTS 
AND FOOT SPECIALISTS 





; FOOT APPLIANCE 
HA2. NEBRASKA 





Mr. Fellman, who owns and operates 
four Browning King & Co. shoe depart- 
ments, firmly believes that effective dis- 
plays mean more sales. 





White Shoes Big Sellers 
In Nation’s Capital 

WASHINGTON, D. C.—J. W. Smith, 
owner of Slatonian Footwear, in Wash- 
ington, says that mesh shoes have taken 
Washington by storm. “The women of 
this city, in expectation of really hot, 
sticky weather, are buying them in 
every color we carry. There are seven 
colors, and all of them are popular. I 
have reordered these mesh shoes sev- 
eral times. The first 100 pairs were sold 
out in less than 10 days, and they 
were a new item then. 

“Perhaps my following statement 
may surprise you. There has been a 
good deal of talk in this city about 
white shoes being less popular. People 
said women will wear mostly colors 
during the Summer. But I find that 
white shoes are as big a selling item 
as ever before. 

“Platforms and toeless shoes are pop- 
ular of course. Sandals and sports 
shoes are too, as well as casuals. How- 
ever, since Slatonian Footwear is lo- 
cated in an area of expensive hotels 
and apartment houses, dress shoes sell 
faster in our shop.” 
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Here's your TWO MONTHS to TWO YEARS line! | 
HAND-LASTED | 
| 


MOCCASINS 


a designed by Nature to 
encourage the normal 
growth of babies’ feet. 


When you stock the Buntees 
Walker and Hiker in your infants’ 
shoe department, you cover the im- 
portant 2 months to 2 years size 
group. You'll find Buntees nation- 
ally advertised in Parents’ maga- 
zine. Further information may be 


obtained from 


R. J. POTVIN 





WALKER —Stock | 

No. $0—with spring 
heel. Sizes 1 to 6, narrow 
and wide, white, red, 
brown and smoked elk. 


st: Potents pending 
k << A \ 
ae 
¥, 
4 


ans 
wil 


Licensed under 
patent No. 2,385,743 


row and wide, white, red, 
brown and smoked elk’ 


Campello Station 
BROCKTON 26, MASSACHUSETTS 





. IN HANDLE 


. IN FOREPART 


SHOE CO. 


.) 
Dioner 
AUTOMATIC SPRING ADJUSTMENT: 


(For Length Adjustment) 


(For Width Adjustment) 









AN EASY SELLING, “EXTRA PROFIT” Item 


that builds Goodwill with your customers 


Only 3 sizes necessary for men’s shoes. 
Women’s sizes also available. 


PIERCE COMPANY 


278 Montello St 


BROCKTON 62, MASS 








St. Louis Reports Business Pick-Up 





Despite Problems, Manufacturers Find Orders Increasing As Dealer 
Inventories Become Lower—Retail Volume Closely Watched 


St. Louis.—Manufacturers here re- 
port Fall business is getting better fast. 
One producer’s retailer commitments 
during late June were said to be 30 per 
cent ahead of the corresponding period 
a year ago. And a number of shoe 
firms’ orders were from seven to 10 
days ahead—at mid-June—of a year 
ago. 

But the industry is not without its 
problems. The major ones, according 
to a source close to shoe manufacturers, 
are: Deliveries—dealers are putting 
off their commitments, yet are demand- 
ing quick deliveries when they do place 
them; dealers are hypercritical about 
quality and craftsmanship and are 
playing one manufacturer against an- 
other to try and get an advantage. 

Returned merchandise also is a ma- 
jor headache. Retailers are returning 
footwear quickly in numerous in- 
stances when it is not up to prescribed 
standards or when it is delivered late, 
and are hesitant to take risks of any 
greater degree than they have to. They 
insist on datings, and want manufac- 
turers to carry them until they have 
partially converted orders back into 
cash. 
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The highly competitive tempo of 
business works both ways, however. 
Manufacturers have been reported on 
occasion as making demands on retail- 
ers to throw out competitive lines—or 
else. But generally it is the dealer who 
is the more independent. 

Despite these problems, shoe men are 
much more optimistic than they were 
30 days ago. And many of them say 
the retailer is in a more enviable posi- 
tion at the moment than the manufac- 
turer. Inventories are much improved; 
shoe merchants for the most part have 
become reconciled to the fact that prices 
are going to remain pretty much as 
they are, but many of them have shifted 
their price levels downward and are 
regaining patronage they had lost tem- 
porarily. 

There are many shoe merchants 
whose price level formerly was at $14.95 
and $12.95, who now are doing most of 
their business at $10.95, $9.95 and $8.95, 
and so on down the scale. Yet manu- 
facturers making the above popular 
price footwear also are reportedly do- 
ing an excellent business. 

Also breeding optimism on the St. 
Louis shoe front is the expected con- 


tract settlement between AFL pattern 
makers and pattern companies for a 
much lower wage increase than was 
originally asked for. 

Equally encouraging is the fact that 
manufacturers are buying heavily from 
die and pattern companies and last 
manufacturers. This is evidence that 
manufacturers have confidence in the 
future and it also reveals how competi- 
tive the shoe business is, as it reflects 
producer response to dealer pressure. 

Currently shoe houses are turning to 
bookings for September and October 
and November, as salesmen go on the 
road with their second lines. A major 
uncertainty on the retailer front, say 
manufacturers, is the tempo of selling 
during the remainder of the Summer. 
Dealers will be influenced strongly in 
their Fall buying by the success they 
have in selling Summer footwear. 
Around St. Louis, whites, for instance, 
are moving relatively slowly. Sales are 
expected after July 4. The slowness of 
whites is partially explained here by 
the inroads casual shoes have made. 





Shoe Store Opened 


Conway, ARK.— Bailey Shoe Store 
has opened for business at 1208 Oak 
Street, Conway. The new store is 
owned by A. D. Bailey, who operated 
a women’s shoe department in Hinton’s 
store for several years. 
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Selling the Man with Mismated Feet 


[CONTINUED FROM PAGE 54] 


“As alike as the famous Toni twins . . . but actually 
they're not. . . . Of course, no one will notice that there is 
a difference between the left shoe and the right shoe when 
wearing Pokorny Equalizers. ... No one would ever dream 
that one leg is really shorter . . . or perhaps longer . . . than 
the other. . .. These miracle equalizing shoes are built that 
way ... it’s the secret inner ramp in one shoe only . . . that 
does the trick .. . and immediately corrects the unevenness 
in walking. . . . Not only is there added appearance . . . but 
the physical strain of an unbalanced gait is immediately 
strengthened and improved . . . even if one leg is as much 
as an inch and a half shorter than the other. . . . These 
Pokorny Equalizers will make up the difference. . . . What's 
more . . . mismated sizes can be obtained at once if neces- 
sary ... and theyre as handsome a pair of shoes as any 


gentleman of distinction would want to own. .. . You can 
walk out with a shoe . . . made ‘special’ for you. . . . Go to 
Pokorny’s . . . 124 St. Charles Street . . . for a fitting.” 


Another of the ads was headlined, “Was It An Inside 
Job?” In this advertisement. the word “Inside” was the 
key word in the box. The selling copy pointed out: 

“Not long ago a friend of ours was telling us how much 
better he felt and how his outlook on life had improved. 
He was tickled pink . . . and wanted us to know all about 
it. This was not new to us .. . because his plight was the 
same as hundreds of men whom we have helped. by equaliz- 
ing their stance, although there may be a difference in the 
size of the feet . . . or if one leg is as much as an inch 
and a half shorter than the other. A pair of Pokorny 
Equalizers . . . footwear made with an inner ramp in one 
shoe only . . . will help conceal the unevenness in gait. 
secretly . . . these special shoes are exactly matched .. . 
they look like any other fine quality shoes and are fitted 
to specifications . . . outwardly they are identical . . . why 
rot drop in at Pokorny’s . . . 124 St. Charles St., and ask 
about them?” 


Manufacturing and Markets 
[CONTINUED FROM PAGE 48] 


Some producers, however, state that a portion of their 
customers bought more heavily on the first trip this year 
than last. “We won't know how we're going to come out,” 
said one manufacturer, “until the immediate weeks ahead 
are history.” An encouraging development in recent weeks, 
which a number of producers have pointed out as making 
for potentially improved selling. is that retailers across the 
country apparently have manifested a stronger faith in the 
status quo of prices. “Many of them now realize,” said a 
novelty manufacturer, “that existing levels are likely to be 
continuing. at least for the foreseeable future.” 

In line with this optimistic outlook was the recent state- 
ment of Clark R. Gamble, president of Brown Shoe Co., 
made in connection with release of the firm’s half-year 
fiscal statement for “49. Mr. Gamble said. “The outlook 
for the latter half of 1949 appears definitely better. We 
have planned our production on the basis of an increase 
in sales over the same period in 1948. The shoe stocks on 
retailers’ shelves have gradually been dissipated, so that 
there is every indication that they will again be buying in 
considerable volume.” 


Brown Shoe Company’s net sales for the six months’ 


period ending April 30. however. totaled $40.499.299. com- 
pared with $44.723.979 for the like period of the previous 
year. This represented a decrease of 9.46 per cent. 
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SEBAGO-MOCS 


Watch the Gals 
Go for "Em 


Here are shoes that appeal to all the ladies 
— from teens to grandmas. They're the slick 
new Sebago-Moc moccasins, now available 
immediately from our “In-stock” Department. 






Will they sell? Say, just look at their smooth 
styling and quality construction. Compare 
them with any other moccasins at anywhere 
near the price. You bet they'll sell — and 
with plenty of profits for you. 

But don't take our word for it. Try them 
out and watch them go. 








Unique — Patented 
Genuine hand sewn 


© 
STYLE © 
© Welt construction 
© 
© 


No. 500 
$4.85 


No innersole 
Amazingly flexible 
©_ Extra fine leather sole 
Hand burnished Brown finish 


© Long wearing Neolite soles 
STYLE ®  Skillfully moa. sewn 
No. 652 © Quality construction 
$3.60 Hand burnished Brown 
or Antique Red 






SIZES 





Style No. 500 
AAA 6-9: AA 5-10 ee 
A 4%,-9: B 3-10 Narrow 5-10 
C 3-9 Medium 3-10 


Add 25c service charge on orders 
for 3 pairs or less. 


NO OTHER SHOE 
HAS SO MANY USES! 


SEBAGO-MOC CO. 


WESTBROOK MAINE 
NEW YORK OFFICE LOS ANGELES OFFICE 
MARBRIDGE BLDG. 505 HAAS BLDG. 


Style No. 652 
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An Accurate, Visual Record of Your Stock 


SHOE CARTON TICKETS 
FORM "H" 


Actual size as illustrated, 
but printed in blue grey. 


1,000 $ 2.25 
5.000 $10.00 


RECORDER FORM H 


Korder 
STOCK RECORD 


No 


With Simplex Clips 


1,000 3 2.50 
5,000 $11.50 


Above prices F.O.B. Chi- 
cago. Add 10% to cover 
shipment if check accom- 
panies order. 


Form “H” is one of the 
forms designed by suc- 
cessful shoe men_ that 
make up a complete stock 
record system. 


ASK FOR SAMPLES 


MERCHANT'S SERVICE DEPT. 


209 S. STATE STREET CHICAGO 4, ILL. 














COLORFUL WINDOW CARDS 


e with colorful new cards 
¢ with bright new price tickets 
WINDOW CARDS 


in Grass Green 
with Dusty Rose 
As illustrated 
8” x 14” 
five other texts 
to choose from 


$1 ea. 3 for $2.25 








Price Tickets 


In matching colors 
and other Spring 
designs 
30c dz. $3.00 gr. 


102 prices in-stock 





CARD HOLDERS 
Natural wood finish 
$2.10 ea. 














lf 





WRITE TODAY for Spring circular 
and Sample Tickets 
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MERCHANT’S SERVICE DEPT. 
209 S. STATE ST. CHICAGO 4, ILL. 








Uses Trained Mice to Help Sell Shoes 





“Mouse Circus", lower right, in window of Morton Kaplan's store in Arlington, 
Ve. Mothers, teachers and children attended, the latter several times. 


ARLINGTON, VAa.—“Children want 
their shoes to resemble mother’s,” says 
Morton Kaplan, owner of a shoe store 
located in the Buckingham section of 
Arlington, a suburb of the Nation’s 
capital. “Open-toed shoes, sandals and 
even wedgies are desired by the chil- 
dren because they like to feel they are 


grown up.” 


parents. 


Circus. 
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The community in which he has his 
store, has a high percentage of young 
Hence much of his business is 
in children’s shoes and he was glad, 
therefore, to display the Ked’s Mouse 
This little “circus” is an en- 
closed cage about 18 inches high by two 





feet wide, containing four or five 
trained mice who do tricks on ferris 
wheels and other gadgets. 

The circus attracted so much atten- 
tion that school teachers brought large 
numbers of children to see it. Many 
of them returned later with their 
mothers and, according to Mr. Kaplan, 
these visits resulted in more business 
than during any other period since he 
took over the store, about a year ago. 

Many of the mothers bought shoes 
for the children and for themselves. 
Some of them also bought handbags 
and stockings. 


Summerweight Shoes 
Lighten Man’s Load 


CHICAGO—Ventilated shoes were part 
of a lightweight Summer wardrobe for 
men especially assembled at a recent 
showing for the press by the State 
Street Council of Chicago. The new 
featherweight outfit weighed only four 
and three-fourths pounds as compared 
with the eight and one-fourth pound 
average Winter ensemble. The clothing 
compared included underwear, tie, 
shoes, shirt, suit and hat for a size 36, 
the average measurement. 

Ventilated shoes, zephyr weave 
shirts, and almost transparent Baku 
straw hats with island patterns in the 
band were among the accessories 
shown to combine with the men’s new 
Summer wear. 
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They just ean’t take it! 


Genuine reptiles are usually bark- 


tanned and are quickly and perma- 
nently discolored by steam. 
iN 
De not attempt te steam-soften 


thermoplastic bex tees in rep- 

tile uppers. Get your Beckwith 

agent’s recommendation in 

advance of cutting uppers. 

Depending upon which prac- 

tiee your cenditions best faver, 

he can either supply you with 

dry heaters or arrange fer your 
temporary use of canned pre- 
aii selvent bex toes which 
require ne solvent wet- 


ting at pulling-oever. 








Built-Up Heels Staging Comeback 





Built-up leather heels ranging in height from 10/8 to 22/8, with concentration on 
the 14/8 to 17/8 range. One heel manufacturer recently reported 75 per cent 
of his orders to be for 17/8 and under. 


New YorK.—Built-up leather heels, 
along with welt soles, have been coming 
back strongly this past Winter and 
Spring, according to trade authorities 
here and elsewhere in the country. 
Those who have been making a study 
of the situation give several reasons 
for the increasing consumer demand. 
Chief among these are the fact that 
they wear well and repair well and 
that they are style-right with the 
important trend to tweeds. 

From the manufacturer’s point of 
view, there are several arguments in 
favor of more built-up leather heels, 
aside from the obvious one that they 
are receiving increased retailer demand, 
in response, of course, to greater con- 
sumer demand. First of all, according 
to a leading shoe man, they stay on 
securely. Second, manufacturers who 
are making chiefly welts are busier 
than most others and nearly all the 
others are increasing their sampling 
of leather heels. The shoe business 
is looking for all possible stimulants to 
the sale of more shoes. 


According to some authorities on 
foot health, the built-up leather heel 
is resilient and therefore is good for 
girls and women who are on their feet 
long hours behind store counters, beside 
dental chairs or in restaurants. These 
same authorities also recommend built- 
up heels for children whose heel bones 
are still in a plastic state. 

Some of the factors which are hold- 
ing back the wider use of built-up heels 
can be summarized briefly as “factory 
problems.” The problem of supply is 
especially serious for smaller or newer 
factories which must buy their heels. 
The market is, as yet, not fully 
equipped to supply such factories with 
enough built-up leather heels but, it is 
confidently expected, production will 
increase. 

Indicative of the strong demand for 
built-up leather heels is the fact that 
retailers are reported to be asking 
manufacturers to change their orders 
to these heels. They themselves are 
receiving increased demands for these 
heels in low and spectator heights. 





Sidney E. Shaner Dies 


LYNCHBURG, VA.—Sidney E. Shaner, 
55, sales manager of Craddock-Terry 
Shoe Corporation and National Shoe 
Company, died recently at his home, 
after an illness of several months. 

A native of Lynchburg, Mr. Shaner 
was the son of Louis P. and Laura 
Rerndt Shaner. He was educated in the 
Lynchburg schools and was a veteran 
of World War I, in which he served 
overseas as a first lieutenant with the 
320th infantry. He was a member of 
the Musketeers and served with that 
organization on the Mexican Border. 

Mr. Shaner had been in the shoe busi- 
ness more than 30 years. He was con- 
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nected first with the George D. Witt 
branch of Craddock-Terry, and later 
was sales manager of that firm’s Na- 
tional Shoe Company division. 

He was active in First Presbyterian 
Church, serving on the board of deacons 
and as a member of the Men’s Club. He 
was a Rotarian and belonged to both 
Oakwood and Boonsboro country clubs. 
In February, 1948, Mr. Shaner, a bridge 
enthusiast, won the annual city-wide 
bridge tournament. 

Surviving are his widow, Mrs. Con- 
stance Wilbourn Shaner; a daughter, 
Constance Wilbourn Shaner; two sis- 
ters, Ruby and Selma Shaner; two 
brothers, Owen and Robert; and several 
nieces and nephews. 


Retailers Given Radio 
Campaign Advice 

DETROIT — Members of the Detroit 
Shoe Retailers Association were given 
a series of pointers on the use of radio 
in an advertising campaign for an in- 
dividual store by William Weil, sales- 
manager of Station WTTH, Port 
Huron, Mich., at a luncheon meeting 
at Cliff Bell’s Cafe. Pointing out that 
television today is very expensive, Mr. 
Weil recommended the careful selection 
of a combination of radio and news- 
paper space. He recommended that, 
if a program of “spots’—minute com- 
mercials—was adopted, they should be 
run three times a day. Specific recom- 
mendations made by Weil covered im- 
portant applications of radio time buy- 
ing to the shoe business: 

Select the program time carefully; 
select the talent judiciously, and work 
to promote the identification of the 
talent with your product; use tran- 
scribed commercials, because in that 
way, the voice can be selected, and 
identified in the listener’s mind with 
your product; budget to last at least 
one year—six months is the absolute 
minimum for effectiveness in response; 
change commercials a little, every week 
or so; clearly name your product— 
three mentions of the brand name in 
a 35-word spot is not too much. 

Turning to advice on what not to 
do, Mr. Weil warned the shoemen 
against six things that the public does 
not like, and that can adversely affect 
the advertiser in connection with radio 
advertising: commercials that inter- 
rupt a program; commercials that are 
boring; commercials that are repeti- 
tious, that claim too much, that are 
noisy and distracting, or in poor taste 
or annoying. 


Sales Tax Killed in 
New Hampshire 

Concorp, N. H.—House Bill 189, 
which would have placed a one per cent 
state sales tax on all retail goods, was 
killed in the Legislature here recently 
when the House of Representatives 
voted 298 to 147 against the plan, which 
Gov. Sherman Adams supported to raise 
$6,600,000 in revenue in his budget- 
balancing struggle. Prior to the House 
action, a number of shoe dealers joined 
other business men from all parts of the 
state in a visit to the capital city to ask 
that their representatives oppose the 
sales levy. 





Montana Store Sold 


HARDIN, MONT.—Cline Fleming of 
Crow Agency has purchased the Cryder 
Shoe Shop here and is operating it 
under the name of Fleming Shoe Shop. 
Mr. Fleming has had ten years experi- 
ence in the shoe business and has been 
employed by the Crow Agency for 15 
years. 
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Training the New Salesman 


THE daily task of the individual salesman can be broken 
down into four major divisions: Selling, Merchandising, 
Inventory. and Good Housekeeping. Training by the re- 
tailer or his senior staff can be effectively followed through 
by taking each of these as a separate subject in the retail 
curriculum. and later correlating each to the over-all sales 
operation. 


Selling the Customer 


Selling is. of course, the main job for which the new 
staff member is hired. To cover this subject thoroughly 
would take much more space than we have at our disposal. 
A good thing to keep in mind is that the initial impression 
a new man makes upon you as a retailer will most likely 
be that which he will make upon the average customer. A 
naturally courteous attitude and a clean. neat appearance 
are essential primary requisites. If he has these, plus an 
eagerness and willingness to learn the finer .points of sell- 
ing. and a readiness to cooperate with you and the rest of 
your staff. he is almost certain to make a good salesman. 

Prices. types and quality of merchandise can be learned 
very quickly. The new man should be encouraged to ask 
questions at any time and to observe how more experienced 
members of the staff make sales. 


Display of Merchandise 


Merchandise display is something for which some sales- 
men have a natural flair. while others have none at all. If 
your new man shows definite signs of possessing talent in 
this direction. encourage him to gain additional knowledge 
and experience along these lines. perhaps by reading books 
on the subject. Give him opportunities to show what he can 
do in that matter of interior or window display. He may 
have some ideas you have never thought of before. He will 
certainly appreciate your interest and strive to excel his 
previous efforts. 


Stock Inventory 


Some of the most important work in retailing is done off 
the sales floor, as any dealer knows. Taking regular inven- 
tory of stock is a necessity for the merchant who intends 
to keep on top. Every retailer has a pet method of effecting 
this task. However, that new man after a short while, may 
have some ideas which will help to reduce the time and 
effort usually expended. 

At any rate, clarity in explaining the various steps in- 
volved in taking accurate inventory is essential. “Be 
specific” is a good rule to follow. 


Good Housekeeping 


A salesman’s sales volume may be high. but he’s not a 
good salesman if he’s not a good housekeeper. It is impor- 
tant in training new men to stress the need for keeping the 
sales area clean and tidy. shelves in order. for handling 
merchandise carefully and putting it back in its proper 
place after serving a customer. 

There are, of course, other features which require atten- 
tion in training new staff members effectively. but these are 
the basic fundamentals. Correlate these in one bundle. and 
you have a salesman! 
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SELL SLIPPERS... 
52 WEEKS A YEAR 


WITH 
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en by GERDA & 
NEW YORK 











REAL VALUE 
CHILDREN'S SLIPPERS 


They sell fast because of their 
easily apparent value and reai 
practicability . . . and you'll 
keep your stock of sizes up 
te scratch with Gerda’s 
“daily or weekly 
fill-in plan."’ All Pat- 
terns In Stock Always 
in All Sizes. 





No. 251 


All Leather Snap 
Durable Soft Soles 
Colors: Red, Blue 


Sizes: 5-3 $1 45 
8/,-12 1.60 


















No. 241 Felt Gore 


30 oz. Weight Felt 
Durable Soft Soles 
Colors: Red, Blue 
Sizes: 8/2-12; 12/2-3 


$1.35 










No. 302 


All Smooth Leather Opera 
Hard Flexible Leather Soles 
Colors: Brown, Blue, Red 


Sizes: 5-8, 8-12, 1214-3 


$1.45 









ps 402 
Bootee 


Smooth Leather 
ord Totible” Leather Soles 
Colors: Brown, Blue, Red 


_ Sizes: 5-8, 8-12, 124-3 


$1.85 


No. 403 chubby's 


Elk, EEE, Red, Blue 
Hard Flexible Leo- 
ther Soles. 


Sizes: 5-12 $2.1 0 


No. 404 


All Smooth Leather 
Bootee, As Above, 
with Soft Soles. 
Sizes: 5-8, 8!/2-12 


Send for Catalog 


GERDA FOOTWEAR CO., INC. 


GERDAGRAM FOR EXPORT 
158 DUANE STREET, NEW YORK 13, N. Y. 
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1215 Washington Ave. « St. Louis 3, Mo. 





WILLIAM POLLEY 


St. Louis.—William Polley, for nine- 
teen years associated with Edison 
Brothers Stores, Inc. of St. Louis, has 
joined the executive staff of the Sales 
and Operating division of the home 
office, the company announces. Prior 
to this promotion, Mr. Polley was execu- 
tive supervisor for the Edison stores 
in the Southern California, Utah, and 
Arizona area, with headquarters in Los 
Angeles. 

Replacing Mr. Polley as executive 
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(: NCELLATIONS 


it's Weil for jobs and cancellations ... Weil for 
over 1000 styles in nationally known branded 
shoes ... Weil for prices far below wholesale 
. . . Weil for service and reliability. While in 
town see Weil “Quality shoes since '32.” 


Weil buys quality shoes in any quantity at any time. 
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leather. 



























Czechoslovakian shoes, 
especially designed for 
durability, feature 
rubber and textile ma- 
terials as well 


shoes by master crafts- 
men are a specialty. 


CZECHOSLOVAK COMMERCIAL ATTACHE 
6 East 67th St, New York 21, N.Y. © TRofalgar 9-2020 


Whatever your interests, you 
will find them represented ot 
the internationally famous 
SOth Prague Fair. Old World 
atmosphere combined with 
modern comfort: world famed 
craftsmanship plus new de- 
signs and new products. 


Special Facilities, Special 
Accommodations, Special 
Rates, for all visitors to the 
Fair. Visas granted imme- 
diately upon application. An 
educational vacation where 
you will enjoy the hospital- 
ity, comforts and relaxation 
of Czechoslovakic'’s re- 
nowned spas and vaca- 
tion resorts. 





as 
Hand-made 


For complete information contoct 


and oll Czechoslovak Consulates 











ELMER JEFFRYES 


supervisor for the West Coast area is 
A. C. Landau, for twenty-three years 
associated with Edison Brothers. Prior 
to his promotion to executive super- 
visor, Mr. Landau was regional man- 
ager of the Pacific Northwest Edison 
Stores, with headquarters in Seattle. 

Elmer Jeffryes, former manager for 
the company’s Chandler’s Shoe Salon in 
Washington, D. C., has been promoted 
to regional manager for the seven Edi- 
son stores in Washington, D. C., and 


the Atlantic Seaboard states of New 
Jersey, Connecticut, Virginia, West Vir- 
ginia, and North Carolina. 

Mr. Jeffryes will move from Wash- 
ington, D. C., to Richmond, Virginia, 
where he will establish his headquar- 
ters. He has been associated with the 
company since 1941, when he began as 
a salesman in its Baker’s store in Des 
Moines, Iowa. He rose rapidly through 
the ranks, first as assistant manager, 
then as manager for several Edison 
Brothers stores. 





West Coast Reports Selling 
Wide Style Variety 


SACRAMENTO, CALIF.—A survey of 
Sacramento stores reveals that almost 
everything goes, closed or open toes, 
slingbacks, ankle straps and platforms. 
Vamp treatments are mostly decollete, 
marked with strippings, eyelets and 
perforations. Materials range from 
patent through soft suedes, polished 
calfskins, linens, snakeskins and straw. 

In general, shoes are a bit plainer. 

Ostrich skin shoes dyed a dull yel- 
low are news. Color is being used this 
year more than before, and one of the 
newest colors is a Spring rust. For 
Summer there are dyeable fabric 
pumps and all color linens. Flats are 
colorful, light, airy. Wedges still are 
popular. 
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Committees Initiate Spring Shoe Styling 


[CONTINUED FROM PAGE 59] 


sheim Shoe Co., Chicago; A. J. Brauer, 
Jr., Brauer Bros., St. Louis; Louis 
Liebson, Edison Bros., St. Louis; Har- 
vey Holmes, E. P. Reed & Co., Inc., 
Rochester; Weir Stewart, Marshall, 
Meadows & Stewart, Auburn, N. Y.; 
L. E. Langston, NSRA; W. W. Stephen- 
son, NSMA; Herbert Lape, Jr., Julian 
& Kokenge, Columbus, O.; Harold R. 
Quimby, NSMA; Ollie Sullivan, Ameri- 
can Girl Shoe Co., Boston; Verne Clark, 
Town & Country, St. Louis; George 
Miller, I. Miller & Co., Long Island 
City, N. Y.; Lee McKinley, Interna- 
tional Shoe Co., St. Louis; Osborne 
Miller, John Wanamaker, Philadelphia; 
and Ned Schwartz, Lord & Taylor, New 
York. 

At the joint Men’s Color Identifica- 
tion Committee: Francis Gleason, J. F. 
McElwain Co., Nashau, N. H.; John 
Gavin, Mellville Shoe Corp., New York; 
Stephen Heller, Wm. Hahn & Co., 
Washington; Lyle Hammond, General 
Shoe Corp., Nashville; Gifford Farley, 
Florsheim Shoe Co., Chicago; Allen 
Caldwell, Freeman Shoe Corp., Beloit, 
Wis.; A. C. Mudge Hanover Shoe Co., 
Hanover, Pa.; Paul Hanne, J. C. Penney 
Co., New York; Samuel Munger, Flor- 
sheim Shoe Stores, New York; Frank 
Casey, Thayer-McNeil, Boston; L. E. 
Langston; W. W. Stephenson; Harold 
R. Quimby; Mrs. Helen Taylor, Tan- 
ners’ Council of America; Donald Bart- 
ley, Nunn-Bush Shoe Co., Milwaukee, 
Wis.; Herbert Otterberg, Common- 
wealth Shoe & Leather Co., Whitman, 
Mass.; Robert Cook, A. E. Nettleton 
Co., Syracuse, N. Y.; Neil Overman, 
Johnston & Murphy Shoe Co., Newark, 
N. J.; L. C. McKinley, International 
Shoe Co., St. Louis; A. H. Billet, Rival 
Shoe Corp., New York; and George B. 
Hess, N. Hess’ Sons, Baltimore, Md. 

At the Men’s Shoe Style Committee 
meeting: L. E. Langston, NSRA:; 
Frank Casey, Thayer-McNeil, Boston; 
John Gavin, Mellville Shoe Corp., New 
York; George B. Hess, N. Hess’ Sons, 
Baltimore; Harvey Kopp, Boyd’s, St. 
Louis; Jack Olinsky, Jax, Inc., Bridge- 
port, Conn.; A. Fellman, Fellman, 
Ltd. New York; Neil Overman, Johns- 
ton & Murphy Shoe Co., Newark, N. J.; 
Henry Hurwitz, Goodall Co., New 
York; Keith A. Hemenway, Gardiner 
Shoe Co., Gardiner, Me.; Stephen 
Heller, Wm. Hahn & Co., Washington; 
Robert Cook, A. E. Nettleton Co., Syra- 
cuse, N. Y.; Donald Bartley, Nunn- 
Bush Shoe Co., Milwaukee, Wis.; Paul 
MacBride, Milford Shoe Co., Milford, 
Mass.; Paul Atkins, International Shoe 
Co. St. Louis; Paul Hanne, J. C. 
Penney Co., New York; Herbert Otter- 
berg, Commonwealth Shoe & Leather 
Co., Whitman, Mass.; Samuel Munger, 
Florsheim Shoe Stores, New York; 
Herbert Adler, Adler Shoes for Men, 
New York; A. H. Billet, Rival Shoe 
Co., New York; Lewis Auclair, Inter- 
national Shoe Co., Manchester, N. H.; 
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Alfred Donovan, E. T. Wright & Co., 
Rockland, Mass.; Harold R. Quimby, 
NSMA; Keats Boyd, B. A. Corbin & 
Sons, Marlboro, Mass.; Robert Shaffer, 
Commonwealth Shoe & Leather Co.; 
Louis C. Lyda, John E. Lucy Shoe Co., 
Bridgewater, Mass.; Francis E. Ryan, 
Bates Shoe Co., Webster, Mass.; A. C. 
Mudge, Hanover Shoe Co., Hanover, 
Pa.; Clyde Wooley, International Shoe 
Co., St. Louis; Melvin Reese, A. S. Beck 
Shoe Corp., New York; Lyle Hammond, 
General Shoe Corp., Nashville; Morton 
Iaen, Sears, Roebuck & Co., Chicago; 
Herbert J. Rich, Jr., Lewis Heicklen 
Sales Co., New York. Others on the 
committee are Charles Campbell Mar- 
shall Field & Co., Chicago; Lewis 
Hirschler, Hofheimer’s, Norfolk, Va.; 
Joseph Summers, A. H. Geuting Co., 
Philadelphia; Harry Fontius, Jr., Fon- 
tius Shoe Co., Denver. 





Shoe and Leather Colors 
For Spring, 1950 


New York—Fourteen colors for wo- 
men’s shoes have been adopted for 
Spring and Summer 1950 by the Joint 
Color Committee of the Tanners’ Coun- 
cil of America, National Shoe Manufac- 
turers Association and the National 
Shoe Retailers Association, in coopera- 
tion with The Textile Color Card As- 
sociation. 

For merchandising purposes, these 
shades are classified in two promotional) 
groups, Town colors and Town and 
Country colors. Specified in the group 
of Town colors are the five repeated 
shades, Café Brown, Cognac Brown, 
Admiral Blue, Cherry Red and Green 
Pepper, and a new light brown of the 
cocoa type. Black is also included. 

Under the caption of Town and Coun- 
try Colors are a new copper tone, a new 
natural saddle shade, the two repeated 
colors, Turftan and Misty Grey, and a 
smart new group of four brilliant hues, 
consisting of a yellow, a green, a red 
and a blue. White is likewise included 
in this range. Also specified are Ad- 
miral Blue and Cherry Red. 

Fifteen colors for men’s shoes were 
also adopted for Spring and Summer, 
1950. Grouped under the caption of 
smooth leathers are the nine repeated 
colors, Brown Oak, British Tan, Amer- 
ican Burgundy, Cherrytone, Golden 
Harvest, Ranger Tan, Tawny Tan, 
Cocoa Tan and Natural Tan. Black is 
also included. 

Listed under the classification of 
Grained Leathers are a new ruddy tone 
and the repeated color, Golden Harvest. 
Under the heading of Brushed Leathers 
are a new medium brown, a navy blue, 
a dark green and the repeated colors, 
Bermuda Brown and Rustie Grey. 
White is also considered important for 
Spring and Summer, 1950. 


Opened-Up Styles 
Popular in Europe 


BrocKToNn, Mass. — Opened up shoe 
styles—open toes, sling backs—still pre- 
dominate on the Continent, according to 
Jean Reed Keith, vice president of the 
Geo. E. Keith Company, Brockton, who 
has just returned from a trip to Eng- 
land, Brussels and Paris. 

During his brief stay in Paris, Mr. 
Keith talked with a number of the lead- 
ing shoe designers. “They are doing 
beautiful work,” he said, “entirely 
hand-made shoes, at what would seem 
to us to be very high prices. While 
they are anxious to develop and pro- 
mote the more closed silhouette and the 
slim-looking last, they are still having 
calls for a large percentage of open toe 
pumps, sandals and generally light- 
looking, airy patterns.” 

Mr. Keith attended a showing of the 
Schiaparelli collection and was inter- 
ested to note that more than half of 
their clientele were wearing open toe, 
open back types of shoes. Incidentally, 
the Schiaparelli collection was outstand- 
ing and featured the new jagged, or 
pointed motif in many of the costumes. 

Similarly, in Brussels, Mr. Keith 
found a great variety of women’s shoe 
styles opened up in front, open toes, 
sling backs, many with platforms. The 
better shops showed a large number of 
different patterns, Mr. Keith says, aided 
by the fact that usually each style is 
carried in only one width, which makes 
for easier stock control. 

Men’s styling in Brussels, as in Eng- 
land, he found, features rugged types 
of footwear, but he saw a number of 
unusual welts shown in Brussels stores 
and the so-called continental trim was 
widely shown. 

Brussels gives every appearance of 
being a very prosperous city, according 
to Mr. Keith, and the full variety of 
fine food available there, after the 
rather restricted though adequate 
menus in England, was a welcome 
change. “There is much unemployment 
in the Belgian shoe factories but gen- 
eral conditions in the country are quite 
good,” said Mr. Keith. 

French shoe factories are likewise 
having to fight for business as economic 
conditions, though improving in the last 
two years, are still unsatisfactory. 

He spent the bulk of his time in Eng- 
land visiting the Geo. E. Keith British 
stores, which are under the manage- 
ment of Stuart Whatoff. Mr. Keith 
found the retail shoe business in Eng- 
land “quite good” he says. 

Men’s shoe styles in England con- 
tinue to follow the more conservative 
trends, he says, while women’s styles 
follow very much the American pat- 
tern, with perhaps a greater emphasis 
on lower heel walking types. 

“During my trip I was able to obtain 
a number of ideas, especially as to fresh- 
looking trims and detailing, many of 
which our dealers will find reflected in 
our coming Walk-Over line,” said Mr. 
Keith. 
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LEADING AGAIN IN PRICE & QUALITY 


MEN’S BROWN KID ROMEOS 
AT ONCE DELIVERY 


$265 


PER PAIR 
NET 10 DAYS 







No. 510 Lecther Quarter Lining, Leather In- 
= Heavy Leather Outsole, Brown Rubber 
$2. 


ONT C0. 











839 N. coker St. Milwaukee 2, Wis. 
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CPERA 


Top Grade Leather Uppers, Flexible Oak 

Leather Soles. Brown, Red, Wine, Blue— 

Full Sizes 5-3. 

Write for samples and new Fall catalog 
Mats available upon request. 


DARLING 
SHOE CO. 
769 GRAND ST. 

BROOKLYN 11, N. Y. 
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Hide Prices Are 
Slightly Lower 


CHIcAGo—It may be more than a sea- 
sonal lull in tanneries this year, with 
the board of directors of the American 
Oak Leather Company recommending 
that its stockholders consider the dis- 
solution of the firm, and a rumor going 
the rounds that another large tanner is 
planning to close up his plant for a full 
month, Anyway, this break in produc- 
tion has helped to keep prices buoyed 
up. There is one hopeful sign on the 
horizon—recent price paring of hide 
costs, and tanners are anxious to see 
rawstock figures reduced to a point 
where they can once again buy and sell 
in volume. 

Sole leather supplies are not burden- 
some, and when leather is needed it 
brings slightly firmer prices. With 
shoes selling in volume at prices that 
do not justify leather increases, tanners 
find it almost impossible to enter the 
hide market. By staying out, they are 
inclined to believe they will be able to 
pull quotations lower, and perhaps in 
line with shoe manufacturers’ ideas 
about leather prices. In the meantime, 
tanners are sweating it out. Light bends 
are in more demand than the mediums 
and heavies, and they bring a penny or 
two premium. Tanners, well aware of 
the shoe manufacturers’ views, are try- 
ing to hold the line on leather prices, 
and where possible are willing to con- 
cede a little in order to get business. 

There are some variations in price in 
side upper leathers, and some lines re- 
flect actual conditions more than others. 
One thing is sure, buyers are doing 
plenty of shopping. It isn’t likely that 
follow-up buying will be on a sizable 
basis until hide prices come down suffi- 
ciently to warrant volume trading. In 
the meantime, side upper leather quo- 
tations are firm. 

Shoe manufacturers, while interested 
in using calf leather to a greater extent, 
are watching developments in this mar- 
ket before purchasing. This segment of 
the industry is operating on a “caution 
light.” Shoe manufacturers are await- 
ing downward price revisions that 
might enable them to step into the mar- 
ket and buy in volume. In the mean- 
time, a firming raw material situation 
confronts producers of calfskins. Men’s 
calf leather seems to be receiving more 
inquiry at the moment, now that the 
vacation season is moving to its height. 
Even in the face of reduced soakings, 
tanners aren’t pressed for supplies in 
the better lines of footwear. Actually, 
the price picture, as it pertains to calf 
leather, is unchanged. 

Black suede still gets the greatest call 
in kid leather: The catch is that most 
buyers want immediate delivery, and 
certainly not later than August. Medi- 
um and low grades of black suede are 
in good demand, but some tanners re- 
port that orders have been falling off 
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FOOT SURGERY 
AND CHIROPODY 


APPROVED FOR VETERANS 
Write for Bulletin BS-6 
NORTHWESTERN INSTITUTE OF 
FOOT SURGERY & CHIROPODY 
185 No. Wabash Ave., Chicaqe 1, Ill. 
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A Jodphur that Sells on Sight 


The Justin AERO Shoe 


A proven fast-seller because it 
shows the quality of fine American 
craftsmanship. Favorite with 
flyers for 11 years. Popular for 
sport and business wear. Lus- 
trous Brown Calf, full Calf 
lined, crimped vamps. Made 
by the famous Justin Boot- 











makers. Write for Catalog 
and Price List. , 
Mad 
H. J. JUSTIN & SONS, INC. USA. 
Box 548-K Fort Worth |, Texas 
lately. Increased interest is being 


shown in black glazed kid. 





Shoe Department Leased 
By New Company 


Detroit — The newly-formed Evans 
Shoe Company has taken over the 
leased department in Jacey’s, women’s 
and children’s wear shop at 13354 
Michigan Avenue in the West Side 
suburb of Dearborn. The shoe depart- 
ment, located in the basement, was 
originally leased by the Wohl Shoe 
Company, and then taken over in 
November by the firm of Evans and 
Roessel, formed by Kirk V. Evans, who 
was, prior to that, manager of the 
leased department in Jacobson’s, Ann 
Arbor, Mich., for the Wohl company; 
and Eugene Roessel, at that time dis- 
trict representative for Wohl’s whole- 
sale division. 

With Mr. Roessel’s promotion to 
management of the wholesale division 
by Wohl, the department at Jacey’s has 
been taken over by Kirk V. Evans as 
sole owner under the new name. 

Peter Ingro, former manager of the 
Jacey’s department when Wohl had it, 
has taken over a leased department in 
La Jolie shop in uptown Detroit. 
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George R. Brown Is 
New USMC Head 


BostoN—George R. Brown, of 
Brookline, Mass., has been elected pres- 
ident of the United Shoe Machinery 
Corporation. A vice-president of the 





GEORGE R. BROWN 
With corporation since 1923 


company since 1937, Mr. Brown suc- 
ceeds the late Albert W. Todd, who 
died suddenly May 26. 

Mr. Brown joined the company in 
1923. He served in a number of its 
operating departments, its sales de- 
partment, and as assistant general 
manager. Following his appointment 
as vice-president, he devoted a large 
portion of his time to the company’s 
foreign affiliates. During the past sev- 
eral years he has made a number of 
trips abroad, visiting affiliated South 
American and European companies. 

The new president was first elected 
to the board of directors in 1937 and 
appointed to the executive committee 
in 1946. His long and varied experience 
in the shoe machinery and related in- 
dustries provides him with unusual 
background for his new position. 

Born in El Paso, Texas in 1898, 
Brown was educated at the Middlesex 
School, Harvard College and Harvard 
Law School. He served with the U. S. 
Marine Corps during the first world 
war. He is a son of the late Edwin P. 
Brown, a former president of the cor- 
poration, and a grandson of one of 
the company’s founders. 
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To Manage New York 
Stewart & Potter Branch 


NEw YoRK—L. W. Brown, manager 
of the Stewart & Potter branch of the 
United Last Company, has been advised 
by his physician that it will be neces- 
sary for him to take a vacation, as it is 
believed he has had a recurrence of an 
old disability dating from World War I. 
It is hoped that he will shortly resume 
his regular duties. 

John A. Herbin, formerly of the 
United Last Company’s T. W. Gardiner 
branch, Lawrence, Mass., who has been 
servicing New England accounts, will 
be transferred to New York to assume 
Mr. Brown’s responsibilities, effective 
immediately. Mr. Herbin has had a 
broad xperience in lastmaking and shoe- 
making, having been associated with 
the industry for 30 years. He is well 
known throughout the trade. 





Bristol to Distribute 
New Soling Material 


Boston, MAss.—Bristol Fabrics Co., 
Inc., will shortly assume the partial dis- 
tribution in the United States for Maxe- 
con soling and other shoe material 
products according to Fred Lang, gen- 
eral manager of the B. F. Goodrich 
Shoe Products Sales Division. 

The material will be warehoused both 
in Boston and Philadelphia, says M. P. 
Lash, president of the Bristol firm. The 
former depot will serve the New Eng- 
land area; the latter, New York and 
New Jersey. 

Non-marking qualities are claimed 
for the product, which is sold in 36 in. 
x 36 in. sheets. Colors include black, 
natural, oak, and brown. 

Actual tests made by United States 
Testing Co. and United Shoe Machinery 
Corporation are available showing flex- 
ibility, abrasion, hardness and pull 
tests. Photostatic copies of these tests 
are available and will be mailed upon 
written request. 

According to Mr. Lash, initial sales 
on Maxecen soling have been very grati- 
fying, and plans are being made to in- 
crease production in the B. F. Goodrich 
plant located in Clarksville, Tennessee. 

Other materials to be distributed in- 
clude Click Top-Lifting Sheets and also 
standard midsoling materials. The New 
England territory will be covered by 
Frank Webber, Harold Pinkney and 
Bob Raphel; New York, by Arthur Sal- 
zer; Pennsylvania, by Robert Bedford 
and Cecil McClarin; St. Louis, by Bill 
Wesseling. 


Foster Made Reinhart 


Eastern Representative 


NICHOLASVILLE, Ky.—Thomas “Tom” 
A. Foster, well-known in the women’s 
specialty shoe field has been appointed 
Eastern sales representative for the 
Reinhart Shoe Co., Inc. of Nicholasville, 
and has opened an office in the Mar- 
bridge Building, Room 1151, 47 West 
34th Street, New York. 

Until recently Foster traveled na- 
tionally for Ropees and is a recognized 
authority on the sales, merchandising 
and promotion of casual type footwear. 
In his new capacity he will travel from 
Boston to Pittsburgh. 





To Represent Jarman 
In Chicago 


NASHVILLE, TENN.—Herbert H. Casa- 
nave, veteran of the shoe trade in Chi- 
cago and on the West Coast, will repre- 
sent the Jarman Shoe Company in the 
Chicago area beginning July 1. Mr. 
Casanave will open a complete office and 
display room on the ninth floor of the 
Security building in Chicago. 





HERBERT H. CASANAVE 


“Long experienced in the men’s shoe 
field, Mr. Casanave is familiar with 
both the manufacturing and retail ends 
of the business,” a letter from the com- 
pany to the Chicago trade announced. 
“He enjoys a well-deserved reputation 
for his many years of efficient and de- 
pendable service to the trade. We are 
proud to have him as our Jarman repre- 
sentative.” 

Mr. Casanave, who has represented 
Allen Edmonds on the West Coast for 
the past two years, formerly repre- 
sented Florsheim and later Freeman in 
Chicage for several years. 
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Looking Them Over in New Office 


2 








Chicago.—Elmo S. Onsted, left, Johnston & Murphy Shoe Co. representative and 
A. M. Smith, men's shoe buyer for Maurice L. Rothschild Co., Chicago, in Johnston 
& Murphy's new Chicago showroom, which opened recently in the Lytton Building. 
Showroom is decorated in the modern manner. 





New Corporation 
Formed to Make Shoes 


MALONE, N. Y.—The Northern Foot- 
wear Corporation’s plant in Brushton 
has been purchased by A. R. Elliott 
and his son, Fay, ef Brushton, and op- 
erations will be started within a few 
weeks. 

A corporation is being formed and a 
new name will be selected for the firm, 
a statement said. 

“We expect to start manufacturing 
in two or three weeks with a small 
force at first,” Elliott said. He is for- 
mer manager of the Northern Footwear 
Corporation. He estimated that the 
firm will eventually employ 100 per- 
sons. 

The plant will manufacture low and 
moderately priced footwear. Part of 
the Paul D. Earl footwear interests, 
which are now for sale, the Brushton 
plant has been idle since Jan. 1. 





Silver Resigns from 
Pli-Mode and Hush 


Boston, MAss.— Dave Silver has 
severed his connection with Pli-Mode 
and Hush Shoe Company. He has been 
connected with that organization for the 
past ten years as vice-president and 
sales manager. Previous to that, Mr. 
Silver was connected with I. Miller & 
Sons, Inc., and with Florsheim Shoe 
Company. 


Wholesaler Moves 


NEw York — Charles 
Inc., has moved to larger quarters at 
106 Duane Street, this city. 
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Finkelpearl: 


J. W. Carter Reorganizing 


Sales System 


NASHVILLE, TENN.—J. W. Carter 
Company, here, manufacturers of men’s 
welt shoes, recently announced that 
they are in the process of reorganizing 
their entire sales system. 

According to H. N. Wilkinson, sales 
manager, the company for a number of 
years. had two sales divisions besides 
the J. W. Carter division: the Kelly 
Kid Line, and Ross, Inc. Recently an- 
other sales division, King Shoes, Inc., 
was added. 

The company is now absorbing all 
other sales divisions into the principal 
one of J. W. Carter. With this change, 
Mr. Wilkinson states that the company 
will be able to give its customers better 
in-stock service, to put more push and 
promotion behind one name in the form 
of advertising, and eliminate any and 
all conflict between men of various 
sales divisions traveling in the same 
territories. 

The J. W. Carter Company, which 
has been established and known for 
51 years, especially for men’s footwear 
in kidskin and kangaroo, will make a 
determined effort to put forward pro- 
motion of these leathers in men’s Good- 
year welt shoes. With somewhat 
smaller territories, more concentrated 
efforts, and more salesmen, the com- 
pany believes it can render the public 
better service. 


Move Chicago Office 


CHICAGO, ILL.—Joseph Moore, repre- 
senting Desco Shoe Corporation in IIli- 
nois, Indiana, Michigan and Ohio, has 
moved to new offices in room 1410, 209 
South State Street, Chicago. 





Allied Issues 
Fall Swatch Books 


New York—Swatch books have re- 
cently been issued by the Allied Kid 
Company for the new Fall colors in their 
New Castle and Standard Divisions. A 


wide range has been covered in both 


divisions. Colors for upper leather from 
the New Castle Division are shown in 
glazed kid and Maracain. Also included 
are three colors for lining leather and 
three for suede calf. From the Stand- 
ard Division are included a wide choice 
of lining colors and a comprehensive 
collection of novelty and promoton col- 
ors in suede and glazed kid. Included 
in these swatch books is the group of 
“Jewel Tones” available in glazed kid, 
suede kid and maracain. 





Awarded Plaque for Service 
To American Youth 


St. Louis.—A plaque “for outstand- 
ing service to American youth” was 
presented to International Shoe Com- 
pany by the United States Chamber of 
Commerce at the annual Junior 
Achievement banquet held here recently. 
The company sponsored two units in 
Junior Achievement’s program under 





left, receives the 


B. Jamison, 
plaque from Howard |. Young, chairman 
of the board of the St. Louis Chamber 
of Commerce. 


Paul 


which teen-agers organize and operate 
their own miniature business concerns 
guided by adult business leaders who 
donate their time as advisers. One of 
the junior businesses sponsored by In- 
ternational Shoe Company manufac- 
tured coin purses and leather belts. The 
other produced advertising novelties 
and performed advertising services. 

Paul B. Jamison, member of Interna- 
tional’s board of directors, received the 
plaque after the company was chosen 
from sponsors in an eight-state area to 
receive the chamber’s award for its 
Southwest Region. The presentation 
was made by Howard I. Young, presi- 
dent of American Zinc, Lead and 
Smelting Company and chairman of the 
board of the St. Louis Chamber of 
Commerce. 
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FINE SHEARLING LINED 
MEN'S OPERA 
OF FULL GRAINED ELK 


chrome tanned sol: 
with rubber hee! 







$300 pp 
in case lots 
F.0.B. Chicago — 
Your Saving: 40¢ to 50¢ per pair 
Sizes: 6 to 12 — 36 pairs to case 
($3.10 pair in smaller quantities) 
ONE WEEK DELIVERY 
TERMS: 2%—10, net 30 days 
SAMPLES ON REQUEST 


M. AGRESBAUM & SON 


SLIPPER MANUFACTURING CO. 
3520 Ogden Ave. Chicago 23, Ill. 














Kleinman Named Midland 
Vice-President 


St. Louts, Mo.—Robert J. Kleinman 
joined the Midland Shoe Company re- 
cently in the capacity of vice-president 
in charge of all popular price opera- 
tions. 

During the war, Mr. Kleinman was 
in the Intelligence Division of the Gen- 
eral Staff, and received many citations 
for his work, including the Legion of 
Merit. Upon leaving the service at the 
end of 1945, Mr. Kleinman joined Man- 
del Brothers of Chicago in January, 
1946 as director of surplus and assis- 
tant to the subway merchandise man- 
ager. In July, 1947, he was promoted 
to subway merchandise manager, as 
well as retaining his position as director 
of surplus. He remained with Mandel 
Brothers in that capacity until his 
resignation on May 31. 


To Make Children’s Shoes 


CONSTABLE, N. Y.—The St. Lawrenze 
Valley Footwear Corp., a new firm, 
will take over a vacant plant here and 
manufacture children’s footwear, Presi- 
dent Arthur B. Savage has announced. 
The firm will occupy a plant formerly 
used by the Adirondack Footwear Co., 
which recently moved to Antwerp, he 
said. 
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To Carry Orchid 
Line in West 

St. Lou:s—E. R. King, secretary of 
Northwest Shoe Travelers Association, 
and formerly Western representative 
for San Loo, St. Louis, has been ap- 
pointed Western representative for the 
newly established Orchid Division of 
th Tober-Saifer Shoe Manufacturing 
Company here. 





E. R. KING 


“Frosty,” as he is familiarly known 
in the trade, has been in the shoe busi- 
ness for over twenty years, twelve of 
which were spent in various capacities 
with Chas. F. Berg, Portland. At the 
time he left this department store, he 
was the shoe buyer; he comes from San 
Loo to represent the Orchid Division in 
the territory from Denver West. 

Harold E. Tober, president of Tober- 
Saifer, recently announced the estab- 
lishment of this division concentrating 
on the manufacture and distribution 
of the Orchid line of fashion wedges in- 
corporating a new, patented construc- 
tion. Formerly the Orchid line was 
composed entirely of stripping sandals 
and was carried by the Jolene salesmen 
for this company. The new line of 
Orchids is now complete in itself; previ- 
ous appointments to the sales staff in- 
clude Sam B. Wolf, Jr., as Northeastern 
representative; Frank Gold, South- 
eastern, and O. W. Gold, Midwestern 
sales representative. 

Mr. King will make his headquarters 
in Portland, Ore. 





Named Sales Manager 
Of Air Conditioning Firm 


Poston, Mass.—Paul R. Bishop has 
been appointed sales manager in charge 
of the Typhoon Air Conditioning Divi- 
sion of the Maintain Store Engineering 
Service, designers, manufacturers and 
distributors of complete stvre equip- 
ment. Mr. Bishop, treasurer of the 
Bishop-Lee Theatre School on Beacon 
Hill, was formerly general sales man- 
ager of The Kimberly-Clark Rug Divi- 
sion and The City Fuel Company. 
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SHOE MITTENS 
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Customknit Shoe Mittens for Women 
are made of high quality cotton yarns 
and packed 3 pairs assorted duo-tone 
colors in a “Luggage” box. 
Light & Dark Sets $9.00 per doz. boxes 
(36 prs.) 
2/10 £.0.M., F.0.B. B’klyn 
Retails at $1.25 per box of 3 prs. 


“a 
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Shoe Mittens prevent scuffing of shoes; keep 
clothing clean; preserve luggage lining. Save 
closet space at home. 


TREINIS BROTHERS, INC. 
120 Plymouth St. Brooklyn 1, N. Y. 
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BRANDED FOOTWEAR 
_... FOR IMMEDIATE DELIVERY 


Always complete stocks of famous name 
quality footwear at lowest prices. Known 
from coast-to-coast as headquarters for 
cancellations, close-outs, jobs from 
America's leading factories. 


WRITE TODAY! WE 
CAN FILL YOUR NEEDS! 


MOSINGER-COHN 


1235 Washington Ave. St. Louis, Mo. 





“Over A Quarter Century” Fine Footwear 








8, 6 ee ree OF, eee 
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Rhinestone Side Bow 


Imported crystal stones 


DODG 





clips. 
IMMEDIATE DELIVERY 
Fastest selling Buckle 
retailing at a “DOLLAR” 


Rhinestone Creations 


751 N. 39th St. Phila., Pa, 
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CHAIRS AND STOOLS 
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Exclusive distributor of the popular ART 
CHROME Steel Furniture for the Shoe 
Trade. Samples can be seen in our dis- 
play room or write for illustrated folder 
and prices. 


LYONS & COMPANY 





120 DUANE STREET NEW YORK 7, N. Y. 
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PRICE TICKETS 
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PRICE TICKETS bring sales! 


Many Colors—109 prices to choose from 
WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 


BOOT AND SHOE RECORDER 


209 So. STATE ST. CHICAGO 4 
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Outing Held by St. Louis Association 





Mere Tkan 400 Attend Fourth Annual Affair at Norwood Hills 
Country Club — Sports Program Is Feature 


St. Louts.—There were 421 shoe 
manufacturers and suppliers who at- 
tended the recent fourth annual lunch- 
eon and outing of the St. Louis District 
Shoe Trades Association at the Nor- 
wood Hills Country Club, and 128 of 
this number participated in the golf 
tournament. 

John Guhman, Wright-Guhman Co., 
president of the association, captured 
the low gross score of 74; and Henry 
Hawkins, Wescott Sales Co., won the 
low net. Trophies were presented by 
Carl Fleigner, sports chairman, of 
Brown Shoe Co. The second and third 
low nets were won by Charles E. Lur- 
cott, Mississippi Valley, and Clyde 
Wooley, International Shoe Co., while 
A. A. Taylor, United Shoe Machinery 


Co., capped the hole-in-one competition. 

Henry Dutzi, Carmo Shoe Co., and 
Roy Sundling, Brauer Bros. Shoe Co. 
won the horse-shoe tournament. They 
defeated the runners-up, Gene Spotti, 
Wright-Guhman Co., and J. C. Struck- 
enschneider. Harry Williams won the 
blind bogey competition. 

New directors elected for a three 
year term are: Fred Weber, Weber 
Shoe Co.; McLeod Stephens, Johnson, 
Stephens and Shinkle Shoe Co.; Chris 
Dalton; John States, A. C. Lawrence 
Co., and John Guhman. Officers of the 
association are John Guhman, presi- 
dent; Al Tilden, vice-president; J. E. 
Quinn, vice-president; W. P. Erhart, 
treasurer; and James S. Legg, secre- 
tary. 





Lucey Officers to Continue Management 


BRIDGEWATER, Mass.—The board of 
directors of John E. Lucey Company, 
Inc., has announced that the officers who 
worked closely with the late John E. 
Lucey in the establishment and build- 
ing of the firm will continue its direction 
and management. Wallace J. McGrath 
continues as president, Louis C. Lyda as 
vice-president and Albert B. McIntyre, 
formerly assistant treasurer, has been 
elected treasurer. Joseph W. Keith 
continues as clerk. 

Since its establishment in 1941, the 
Lucey organization has operated as a 
closely knit organization with managing 
officers serving as active directors to 
formulate the firm’s policies, planning 
and administration. 

One of the achievements of the John 
E. Lucey Co., Inc., has been the success- 
ful operation of an Employee Profit- 
Sharing Plan which provides direct in- 
centive for each of the company’s 450 
employees. From the inception of the 
plan, the management has regarded this 
partnership arrangement with each 
employee as a cardinal principle of the 
success of the business. 

The members of the Lucey organiza- 
tion are recognized for their individual 
accomplishments within the shoe indus- 
try, each of them having devoted his en- 
tire business life to manufacturing 
shoes. President Wallace J. McGrath is 
considered one of the industry’s most 
capable production executives, as well 
as an authority on leathers and pro- 
curement. Treasurer Albert B. McIn- 
tyre has had a rich background in shoe 
factory office management, legal and 
administrative experience. 

Vice-President Louis C. Lyda brought 
to the Lucey management a comprehen- 
sive successful experience of over 20 
years in styling, selling, merchandis- 


ing and sales management. Mr. Lyda 
has directed the styling, merchandising 
and sales of the Lucey factory, includ- 
ing the formation of the Jeleo In-Stock 
Department. Joseph W. Keith has been 
clerk and attorney for the company 
since the inception of the business. 





Operating New Firm 

HAVERHILL, Mass. — Fobern Shoes, 
Inc., has started operations here and is 
making a line of California wedgies to 
retail at $2.95. Henry Shaller, for 
seven years stylist and quality head of 
Muskin Shoe Co., Baltimore, and for 
the past three years in the same posi- 
tion with Beleo Shoe Co., Lynn, Mass., 
is president of the new firm. 

Ben Orlick, who for 30 years has been 
known to most shoe men in the country, 
is treasurer. For four years he was 
buyer of Newark Shoe Stores, Balti- 
more; for six years he was connected 
with Bleecker Shoe Co., New York, 
and for many years he sold the large 
chains and factory lines. 





Store Using Radio 

DetTRoIT— Conformal Shoe Shop, 
downtown store, has just signed a 52- 
week contract with WXYZ for two 
weekly participations in one of the pop- 
ular shows on that station. Account 
was placed through the Garfield and 
Guild agency. 





Correction 

In BooT AND SHOE RECORDER, issue of 
June 15, the size range of gents’ danc- 
ing shoes advertised on Page 127 by 
Gerda Footwear Company, Inc., was in- 
correctly given as 8% to 3. The range 
should have read 8% to 12. This style is 
No. 5603 in the Gerda Whirler line. 
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Orman Heads Brown’s 
Robin Hood Division 


St. Lovis—Brown Shoe Company of- 
ficials have announced that Oscar C. 
Orman will assume the position of gen- 
eral manager of their Robin Hood Divi- 





OSCAR C. ORMAN 


sion, replacing C. D. Jordan, who has 
resigned from the company. The Robin 
Hood Division is devot-d to the manu- 
facturing and sale of infants’, chil- 
dren’s, growing girls’ and misses’ stitch- 
downs, sliplasted and lockstitch shoes, 
and compos. 

Mr. Orman has been a sales repre- 
sentative of the Juvenile Shoe Corpora- 
tion of America, representing Clinics 
and Lazy Bones brands in Michigan, 
Ohio, Indiana, Kentucky and a portion 
of Canada. Previous to his selling ac- 
tivity, he was secretary and manager 
of the St. Louis Shoe Manufacturers’ 
Association from 1946 to 1948. 

During World War II, he was a naval 
lieutenant in the Air Combat and Intel- 
ligence branches, serving on the U. S. S. 
Ticonderoga and the U. S. S. Hancock. 





Tober-Saifer Launches 
Sales Training Plan 


St. Louts — Tober-Saifer Shoe Co. 
has launched an all-inclusive sales 
training program believed to be one of 
the most comprehensive in the shoe 
industry. 

The pregram is divided into two 
parts, “sales education” and “sales 
training,” with the intention of train- 
ing a maximum of eight salesmen a 
year, with each period running from 
three to six months, depending on the 
progress of the trainees. 

The “sales education” part of the 
program is the in-house facet of the 
course of instruction which will strive 
to build the right attitude, to equip the 
salesmen with the knowledge and know- 
how of selling and to develop inherent 
skills. “Sales training” is the field 
training part of the program to de- 
velop proper work habits, to utilize the 
knowledg,e skill and attitudes, and to 
develop sales ability. 

The “sales education” part of the 
program is under the supervision of 
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E. R. Rison, assistant to the presiden' 
and advertising director, with assis- 
tance from L. V. Tober, style director; 
I. E. Tober, customer service depart- 
ment; D. W. Saifer, merchandising 
manager; B. J. Slavin, production di- 
rector; C. E. Boersig, credit manager; 
Harold Dickhouse, leather buyer, and 
Jules W. Kraus, general factory super- 
intendent. 

Field training is under the super- 
vision of F. J. Bernatz, sales manager, 
assisted by selected salesmen now on 
the sales force and who have had many 
years of experience. The present part 
of the training is considered a “pilot” 
course, for which two trainees have 
been selected, Marvin Koske and Har- 
old Goldberg. 





Panther-Panco Strike Ends 


CHELSEA, MAss.—The strike at the 
Chelsea and Stoughton plants of the 
Panther-Panco Rubber Company, man- 
ufacturers of soles and heels, ended 
early in June, according to an announce- 
ment by Maurice J. Bernstein, treasurer 
of the firm. With the complete force 
already back at work, full production 
has been resumed, and all orders will 


be filled promptly. In his announcement, - 


Mr. Bernstein pointed out that this is 
the first labor difficulty at the com- 
pany’s plants in more than 11 years. 





Irvin Dugins Now 
With Hannahsons 


HAVERHILL, Mass.—Irvin Dugins of 
Greensburg, Ky., has been added to the 
sales staff of the Hannahsons Shoe 
Company, Haverhill, and will cover 
Kentucky, Tennessee and Mississippi. 

Mr. Dugins is now in his territory 
with Hannahsons’ new Fall line featur- 
ing snakeskin sandals, sued2 and 
smooth leather street wear, and eve- 
ning shoes, all available from the in 
stock department. 


Cohn to Sell Two Lines 


In Southeast 

BostoN—The Penobscot Shoe Com- 
pany and the Old Town Shoe Company 
have assigned Jack Cohn to the South- 
east territory, including the states of 
Alabama, Florida, Georgia, Kentucky, 
Mississippi, North Carolina, South 
Carolina and Tenessee. He will sell 
“Penobscot Trampeze” and “Oldmaine 
Trotters” casuals for men and women. 








Correction 


In BooT AND SHOE RECORDER, issue of 
June 15, appeared a misleading head- 
line reading “Two Companies to Make 
Thomasetti Shoes.” The headline and 
the text of the item should have made 
it clear that this company has termi- 
nated a contract under which it was 
making shoes for two other companies 
and is now concentrating on its own 
lines of high quality and style casuals 
which can be delivered in two to three 
weeks. 
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BARIS SELLS 


Quality Shoes from Surplus 
Merchandise. Better for Less 
BARIS SHOE CO.., Inc. 
WOrth 2-5180-1 


79-81 Reade St., New York 7, W. Y. 
Sample Office, Haas Bidg., Los Angeles, Cal. 
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Men's Goodyear Welt Work Shoes 
Men's Steel Toe Safety Shoes 


Cnion Made 


GOODWILL SHOE COMPANY 


HOLLISTON, MASSACHUSETTS 
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The latest revised edition of 

THE SHOE AND LEATHER 

LEXICON — the 14th — is 
available again! 


This illustrated glossary of trade 
and technical terms serves a 
very useful purpose for it is filled 
with helpful information. It is a 
steady source for your daily ref- 
erence and your constant “tool 
of the trade.” 


The Shoe and Leather Lexicon 


75¢ per copy, prepaid 
BOOT and SHOE 


100 East 42nd Street 
New York 17, N. Y. 


RECORDER 
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for quick help from the only book of 
its kind; encyclopedia of practicable, 
workable ideas for the experienced 
merchant. No theories—all tried, 
true . . . NOT just another shoe book, 
but offers in addition to 138 specific 
shoe promotions, the best ideas from 
the entire retailing field for instant 
adaptation to his particular require- 
ments. 

Foreword by PAUL H. NYSTROM 
Professor of Marketing, School of 
Business, Columbia University. 
Please remit with order. 


5/2 x8 3.50 40 Chpts. 


306 Pages Postpaid 
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100 E. 42nd St., New York 17, W. Y. 














Hugh Estes 


CuHIcaAGo—Hugh Estes who formerly 
represented the Irving Drew Shoe 
Corp. in this area for many years, 
died recently. Although not associated 
directly with the shoe business in re- 
cent years, Mr. Estes had maintained 
his membership in the Shoe Travelers 
Association of Chicago. 


Fritz Sanger 


CuiIcaco—Fritz Sanger, member of 
the Shoe Travelers Association of Chi- 
cago, died suddenly recently. He was 
Midwest representative for Wellco 
Shoe Corporation. 
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Obituaries 





Lawrence B. Sheppard, Jr.. 
Dies in Air Crash 


HANOVER, Pa.—Lawrence B. Shep- 
pard, Jr., 26, assistant general man- 
ager of Hanover Shoe Co., here, died in 
an air crash June 15 while on his way 
home from Roosevelt Raceway, New 
York. Mr. Sheppard was the son of 
Lawrence B. Sheppard, general man- 
ager of the firm and president of the 
National Shoe Manufacturers’ Associa- 
tion. 

Mr. Sheppard, who was flying his 
own plane, took off from a cornfield 
about 15 miles west of Philadelphia, 
near Villanova, where he had made an 
emergency landing a few hours earlier. 
Skirting a clump of trees, his plane ap- 
parently experienced motor failure and 
crashed into high tension electric wires 


above the Pennsylvania’ Railroad 
tracks. It crashed to the ground in 
flames. 


Mr. Sheppard was a fighter pilot 
with the Air Force in Europe during 
World War II. His grandfather, H. D. 
Sheppard, one of the founders of the 
company, is president of the Hanover 
Evening Sun. All three Sheppards 
were active in the famous Hanover 
Shoe Farm where they raised horses 
which several times won the Hamble- 
tonian Stakes. 


Frederick W. Dow 


Boston.—Frederick W. Dow, 72, of 
512 Beacon Street, president and found- 
er of the leather firm bearing his name, 
died recently at the Massachusetts 
Memorial hospital pavilion. 

Born in Lynn and educated in public 
schools there, Mr. Dow established his 
leather company as a young man under 
the firm name of Tolman and Dow, a 
partnership. Later he changed the name 
to the Frederick W. Dow Company. 

He was a Mason and a member of the 
Algonquin Club and the New England 
Shoe and Leather Association. 

He leaves his widow. Mrs. Harriet S. 
Dow; a daughter, Mrs. Earl S. Dudley, 
Jr., of Manchester, N. H., and a 
brother, John Dow of New Bedford. 





S. Robert Loew 


NEw YORK, N. Y.—S. Robert Loew, 
53, vice-president of B. Friedman Shoe 
Company, 109 Reade Street, died of a 
heart attack on June 8 in his home, 
178-25 Eightieth Drive, Jamaica, 
Queens. Mr. Loew, who had charge of 
buying, was with the firm for 24 years. 

He was born in Queens, and gradu- 
ated from Boys High School, Brooklyn. 
He entered the wholesale shoe business 
as a stockboy before World War I in 
which he served as an Army artillery 


non-commissioned officer in France and 
was gassed. 

After the war, he returned to the 
shoe business, and in 1924 he joined the 
Friedman firm as a buyer and remained 
until he retired January 1, 1948. He 
was a member of the Royal Arcanum. 

Surviving are his widow, Mrs. Marie 
Elizabeth Loew; his mother, Mrs. Jes- 
sie M. Loew; a sister, Miss Edith Loew, 
and a brother, Allan Loew. 





James Overstreet 


Decatur, GA.—James Overstreet, 58, 
died on April 21 after a short illness 
at his country home near Decatur. He 
had traveled the Southeast for 35 
years as a representative of Grove Shoe 
Co., Wohl Shoe Co., Tober-Saifer Shoe 
Manufacturing Co., and others. He was 
widely known among shoe merchants 
and well thought of. For the past 
year he had retired from active travel- 
ing and confined his activity to run- 
ning the Bootery in Decatur, which is 
now being operated by his wife. L. E. 
Noble, who has been associated with 
Mr. Overstreet for years, has been re- 
tained as manager. 





Howard I. May 


Los ANGELES—Howard I. May, prom- 
inent member of the West Coast Shoe 
Travelers Associates, suffered a fatal 
heart attack recently at his home. For 
many years he had been representative 
in the Southern California area for the 
Samuels Shoe Co. 

Mr. May, who was 56 at the time of 
his death, is survived by his widow, 
Ruth, and a brother, George. 

Services were held at the Church of 
the Recessional in Forest Lawn. Among 
those serving as pallbearers were: Park 
Dowd, Bullock’s; Richard Fisher, Bul- 
lock’s Pasadena; L. L. Jones, Bullock’s 
Wilshire; Vere Curtis, Alan Shiereck, 
May Co.; and K. Ricker. 

J. A. Jacobs and Julian G. Samuels, 
Jr., of the Samuels Shoe Company, at- 
tended as representatives of the firm 
which Mr. May served for many years. 





Frederick S. Brill 


ROCHESTER, N. Y. —Frederick S. 
Brill, 65, representative of shoe manu- 
facturers in the Rochester area and 
New York State for 37 years, was 
stricken with a heart attack as he drove 
his car into a parking lot in Pough- 
keepsie June 11 and was found dead at 
the wheel by a station attendant. 

Services were held in Poughkeepsie 
June 14. 

Mr. Brill, who was born in Pough- 
keepsie, came to Rochester in 1912 and 

[TURN TO PAGE 84, PLEASE] 
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SALESMEN WANTED | SALESMEN WANTED | SALESMEN WANTED 




















THIS IS YOUR OPPORTUNITY FOR A excellent opportunity 
PERMANENT AND PROFITABLE POSITION ... available for 


Several young men will be added to the Sales Organization of this estab- 
lished, nationally advertised Manufacturer of Men’s Dress Welts. Good 
territories are available now for men who qualify with shoe experience, 


either retail or traveling. with one of the largest and 


If you have an automobile or are in a position to buy one, are between 25 best known manufacturers of 


and 35 years of age and in good health and want to earn a better than Rubber, Canvas and Casual 
average income—vwrite us. Footwear. It's a line that's 
nationally known and handled 
by footwear merchants 
throughout the United States. 
Address Box 366, care BOOT & SHOE RECORDER, 209 South State Street, Chieago 4. Ill. A trade mark continuously ad- 
vertised for 40 years and 
backed by a powerful sales 
promotion program. Several 


SALESMEN WANTED ONLY EXPERIENCED MEN NEEDED territories will be open for 


State family status and qualifications in your first letter. All letters confi- 
dential, of course. 






































Line Infants’ PRE-WELTS and LITTLE- With tellewing fer por fy onl oye oxtoes Fall, 1949. 
° ne en an 0) to ) 
WAY SANDALS, with Stock Depart- Retailers. Sinsation beast and qowing account This may be an unusual oppor- 
ment. Territories: Kentucky, Tennessee, - soon as _ are proven. bag nan open . if 
Ohio, Wisconsin, lowa, Illinois, Indiana, La Ventanas “Ween Olina eatin tunity for you—preferably i 
Michigan, Kansas, and Colorado. Missouri, Nebraska. a you've had retail footwear ex- 
Address Box 346, care BOOT Address Box 347, care BOO ° 
100 East 42nd Street, Nee Youn mere” 100 East 42nd Street, New York 17, N. Y. perience, are 25-35 years of 
age, ombitious and aggres- 
sive, of good character and in 
Excellent opportunity for experienced shoe men with good following to carry fast selling line of good health. Must have car 
women's novelty and casual shoes. Retailing at $5.00 to $7.00 
This is a short line and can be carried with other non-conflicting line. A!! inquiries strictly and be free to travel anywhere 
confidential. Territories open in U. S. Tell all about yourself 
New York State Michigan Louisiana North Dakota . 
— . Washington, D.C. Mississippi South Dakota in first letter. 
ee sera nm a — wyoming Address Box 311, core BOOT & SHOE RECORDER 
Maryland South Carolina : Indiana California 100 East 42nd Street, New York 17, N. Y. 
Ilinois — Georgia Connecticut Pacific States 
Wisconsin Florida Texas Maine 
Pennsylvania Alabama Oklahoma Rhode Island 
Virginia —— Kansas New Hampshire sappiea s 
West Virginia Tennessee Nebraska Vermont 





Address Box 367, BOOT & SHOE RECORDER, 100 E. 42nd St., N. Y. 17. N. Y. 





© REPRESENT SLIPPER MANUFAC- 
j TURER making Line of Soft Soles in Men's, 
| Women’s, Boys’, Children’s and Infants’ Leather 





ALESMAN EXPERIENCED IN SELLING OOD MAN TO SELL LEADING LINE | Slippers to retail from $1.98 to $3.98. Good 
CHAINS AND JOBBERS to carry a good OF LASTEX materials to Up-State New | caatesiagie Following territory open: South- 

Line of Pennsylvania Prewelts. New England York Shoe Factories, on straight commission. | ern and Mid-Western States. SHIELDS 

territory open. DURABLE SHOE COM- | Leather salesman looking for additional Lines | PRODUCTS CO., Bombay, N. Y. 

PANY, Palmyra, Pa. acceptable. Address 3356, care Boot & Shoe 





Recorder, 100 East 42nd Street, New York | -— ponies 
17, z: 








XPERIENCED MEN, WHO CAN PRO- | LIPPER SALESMEN apne nag We have 

DUCE, to sell Line of $3, $4, $5 retail- z pe splendid opportunity for a live hustler with 
ers of Women’s Casuals and Baby Dolls, car- | a following among Independent ‘Retailers, to sell 
ried in stock by reliable New York Wholesaler. ALESMEN WANTED FOR $8.95 LINE a Popular Priced, Quality Line of Men’s, 
Strong Line of Styled Shoes. Can be carried OF WOMEN’S STYLE SHOES, Nation- | Women’s and Children’s House Slippers. Well 
as side line at 5% commission. Territories open: ally advertised. Territoriss open: Northeast, | established firm, now doing a volume of over 
New Jersey, Connecticut, New York State, Southwest, Middlewest, Farwest, Northwest. | a half million with Independent stores through- 
Pennsylvania, Illinois, Ohio, Virginia, North Side lines not obiecticnable. All replies confi- [| out the country. Will consider sideline men on 
and South Carolina. Address #348, care Boot dential. Address £363. care Boot & Shoe Re- | 5% basis. Write fully. Address 24310, care 
& Shoe Recorder, 100 East 42nd Street, New corder. 1f Erxst 42nd Street, New York 17, | Boot & Shoe Recorder, 100 East 42nd Street, 
mere O7, 2. 3. N. ¥ New York 17, N. Y. 





CLASSIFIED ADVERTISING RATES 


‘The rate for undisplayed classified advertising is 12 cents a word under any of our classified headings. When a box 
number is desired, addressed to any of our offices, 12 words must be added for this and charged at the word rate. If 
advertiser’s own name and address is used, count each word (street number is one word) at word rate. Classified adver- 
tising is payable in advance. Send check or money order with your copy. No accounts are opened for classified ad- 
vertising except for regular advertisers on contract. 

The rate for all displayed or boxed in classified advertisements is $10.00 an inch with a maximum of 46 words per inch. 


[=> Advertisements for this page must be in our New York Office 15 days preceding publication date “Jj 
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SALESMEN WANTED 


SALESMEN WANTED 


FOR SALE 











TOP-CALIBER SALESMEN 
WANTED IN 
EXCELLENT TERRITORIES 


Backed by national advertising 
(ESQUIRE, LIFE), our line of $8.95 
retail men's shoes, factory in- 
stock, offers exceptional oppor- 
tunities for expanding distribution 
in these profitable territories: 

Alabama, Florida, Georgia, Lou- 
isiana; Mississippi, Missouri, Ten- 
nessee, Kansas; lowa, _Iilinois, 
Minnesota, Wisconsin; Arkansas, 
Oklahoma, Texas; North and 
South Dakota and Nebraska. 


Yorktown Shoes’ reputation for 
value, quality, style is established. 


Available for exclusive handling, 
or with a non-conflicting line to 
the right men. Territories and de- 
tails can be arranged to best 
mutual advantage. 


We want to hear from men of 
high sales caliber, who can recog- 
nize a sterling opening with a 
reputable name and line. 

Please write full information giv- 
ing your age, experience, refer- 
ences, and if possible a snapshot 
of yourself. All correspondence 
will be held strictly confidential. 
Address: 


"Yorktown Shoes For Men" 
Gardiner Shoe Company, Inc. 
Gardiner, Maine 








UF NUSUAL OPPORTUNITY WITH ESTAB- 
LISHED MANUFACTURER and distrib- 





utor of complete dance footwear line. Tap 
shoes, toe shoes, ballets, acrobatics, etc. In- 
stock department—backed by national advertis- 
ing. Short line, consistent repeats. Several 
major territories open. Address 3335, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, z. 

GALESMEN WANTED WHO CAN USE 


~“ EXTRA COMMISSION by selling side line 


of CORONET Custom Shoe Polishes and 
Cleaners, to retail shoe trade. No Jobbers. 
Widest range of colors. Unusual Merchandis- 


All sales from territory credited to 
salesman. Several major territories now open. 
Write giving lines now carried and territory 
covered. CORONET POLISHES, Division, G. 
ed & Company, 1130 W. 37th St., Chicago 9, 
llinois. 


ing Plan. 





XPERIENCED SALESMAN to carry 

Established Manufacturer's Line of Wis- 
consin made Dress Shoes in the St. Louis ter- 
ritory, including the State of Missouri and 
Southern Illinois, on commission basis. S 
qualifications and experience. Address +358, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. 
MEN TO TRAV EL. a 
Middlewest, Farwest, North- 
Nationally advertised Brand of 
retailing at $10.95 and 
$12.95, exclusive and/or side line basis. All 
replies held in strictest confidence. Address 
364, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 





ANTED 

Southwest, 
west, to carry 
Women’s Style Shoes 





XCLUSIVE BRANDED LINE OF CHIL- 
DREN'S SLIPPERS and Novelties for 
salesmen with better grade following. Non- 
conflicting lines may be carried. References 
required. Address #324, care Boot 
Recorder. 100 East 42nd Street, 


17, N 


&2 


SALESMEN WANTED FOR FOLLOWING apoyo 


Pittsburgh and Western Penna.—New York State 
ao Metropolitan New York) cOhie indiana 
and Kentucky—Alabama, Miss., Tenn. and Arkan- 
sas—Fiorida and Georgia—Se. Carolina, Texas. 
Complete popular priced Women's Line in stock: 
Norelties, Casuals, Sports, and Arch Shoes. Na- 
tionally known, consistently advertised. Unusual 
opportunity. Write full particulars. 

Address Box 142, care BOOT & SHOE RECORDER 

100 East 42nd Street, New Yerk 17, N. Y. 











ALESMEN—ALL TERRITORIES OUT- 
SIDE METROPOLITAN NEW YORK 
AND NEW JERSEY, calling on Children’s 


Shoe Stores, supplement your in- 
10¢ Newsstand editions of 
Comic Books for give-away; Publisher’s over- 
run; Pencil boxes and other items. Large 
commissions. P. MAZUR, Universal Toy Co., 
40 East 23rd Street, New York, N . 


and Family 
come by selling 





line of infants’ 
In sizes 1 to 9. 


ALESMEN to 
pre-welts. Po; 


carry factory 
vular prices 


Complete in-stock proposition. Happy Tot 
Shoe Corp., P. O. Box 176, Mt. Holly, New 
Jersey. 





SIDE LINE SALESMAN WTD. 


HINESTONE AND CUT STEEL BOWS, 
compact tray, terrific sellers. Address #290, 








care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 
EN CALLING ON THE’ BETTER 


GRADE STORES to sell a Women’s Com- 
fort Shoe carried in stock by leading Manu- 
facturer. Retailing around $10. Commission 
basis. Address 357. care Boot & Shoe Re- 


corder, 100 East 42nd Street, New York 17, 
n .2. 


FO SALE: Shoe department in large Omaha 
specialty store, carrying clothing for men, 
women and children. New stock. New fixtures. 
Making money. Owner must sell because of 
other interests. Will sell fixtures alone or fix- 
tures and stock consisting of men’s dress and 


work shoes, women’s shoes, children’s shoes. 
Stock can be reduced to any size buyer wants. 
Address 412 South 19 St., Omaha, Nebr., for 


particulars. 





OR SALE: WELL 
PROFITABLE FAMILY 


ESTABLISHED, 
SHOE STORE; 


Exceptionally clean stock of the best Medium 
Priced, Nationally Advertised Lines. 

Lease; good location in Prosperous Mid-West 
City of 20,000. Will sell for Inventory. Owner 
has other interests. Address $349, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y 





HOE DEPARTMENT IN EXCLUSIVE 

WOMEN’S READY-TO-WEAR SHOP— 
100¢ location in large Midwestern College 
Town, specializing in $6.95 to $12.95 shoes. 
Potential volume unlimited. Requires approxi- 
mately $16,000 cash. Owner must sell due to 
other interests. Address $365, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. z. 





Chrome 
window 
Bronx, 


OR SALE. Almost new. 
register, rolling ladders, 
RUBIN’ 3222 Third Ave., 
York. 


chairs, 
fixtures. 
New 





AMILY Shoe Store—Los Angeles suburb 
district. Store 2 years old. Beautifully deco 
rated. Modern windows. Fully carpeted. Bal- 
cony. Nationally advertised lines. Onwer must 
sell due to personal reasons. Approximately 
$20,000 stock. Will accept reasonable offer. No 
brokers. Address correspondence to Mr. Lerner, 
2507% Folsom St., Los Angeles, Calif. 





XCELLENT OPPORTUNITY FOR ADDI 





TIONAL INCOME-—Short Line—1 grip 
of samples—-G-ow'ng Girls and Misses Flexible 
Littleway Sports to retail at $5.00. All styles 
carried in stock by an old established Shoe 
Manufacturer. Commission bass 6 per cent— 
settlement weekly. St-te experience, references 
and territory covered. Address 2350, care 
Boot & Shoe eee. 100 East 42nd Street, 
New York 1/7, N. 

HILDREN’S shoe salesmen wanted to sell 


side-line children’s house slippers. In-stock 
sizes 3 to 8. Two beautiful styles in five gor- 
geous colors. New low prices. Short line, easy 


to carry and easy to sell. Quick deliveries 
and big reorders are certain. Straight com- 
mission 7%. All territories open for exclu- 
sive sale to shoe stores and shoe depts. Give 
full details in your first letter. Address Sales 
Manager, Box 521, Mattoon, Illinois. 





FOR SALE 








High Grade LADIES’ 
SIZE 4B WELT 
SAMPLES FOR SALE 


P.O. BOX 805 
SYRACUSE, N. Y. 




















ELL ESTABLISHED LADIES’ SHOE 
STORE, 100% location with large trade 
area in Northern New York; Nationally ad- 
vertised Lines. 15 thousand will handle. Ad- 
dress $354, care Boot & Shoe Recorder, 100 

East 42nd Street, New York 17, 
OR SALE: NEW MODERN SHOE 
STORE, LaJolla, California. Clean stock; 
Low rent. Address #353. care Boot & Shoe 
Ezst 42nd Street, New York 


Recorder, 100 
7 a. 


LINE WANTED 


XPERIENCED SALESMAN WITH FOL- 

LOWING in Metropolitan New York de- 
sires Manufacturer’s Line of Children’s or 
Ladies Shoes. Address #351, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 
7 es 


4s 








POSITION WANTED 


ENTRAL CONTROL AND AUTOMATIC 
REPLENISHMENT EXPERT, age 35; 13 





years’ Retail Shoe experience; 9 years super- 
visory merchandising Chain Stores. Have 
planned inventory and merchandised 10 Mil- 


lion Dollar Operation. Desire connection with 
merchandise office for Chain organization, Ad- 
dress 359, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


MANAGER: WILL LOCATE ANY- 
WHERE; Experienced in Men's, Women’s 
and Children’s High Grade Lines. Excellent 
references. Address #352, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 
i ie ie 8 








DEPT. FOR SALE 


SHOE DEPARTMENT fea- 





HILDREN’S 


turing America’s Finest Shoes, Clean new 
stock; New Modern Store; No blue sky. Rocky 
Mountain area. Address #360, care Boot & 
Shoe Recorde 100 East 42nd Street, New 





+> 


York 17, N. 


Buy Savings Bonds 








Boot and Shoe Recorder 




















HELP WANTED | HELP WANTED | WANTED TO PURCHASE 














EXCELLENT OPPORTUNITY FOR ; 
SHOE CHAIN EXECUTIVE TOP CASH PRICES 





es oe ; FOR CANCELLATIONS, 
With General Knowledge of Chain operation in Women’s Shoes, ODDS & ENDS, CLOSEOUTS 
including personnel; Store Management, Promotion, Window and COMPLETE STOCKS 


Displays. One capable of assisting executive member of firm. Quality Men's, Women's 
State full qualifications, present position. All information will be and Children's Shoes Wanted 
held in strictest confidence. Only men accustomed to earning BRAND NAMES PROTECTED 


$10,000. to $20,000. yearly need apply. MOSINGER-COHN 


ADDRESS Box 323, CARE BOOT & SHOE RECORDER — otc 
100 East 42nd Street. New York 17. N. Y. ‘ 


aus 


<eO 
ae 





“Pine Footer 




















Ser 








pec ord oe > MAN. seg Pa pe a 
‘ omens St Shoes 
at $8.95. All replies will be held in confidence. WANTED TO PURCHASE 


Address 362, care Boot & Shoe Recorder, 100 





























East ‘2d Street, New York 17, N. Y 
ANTED: MANAGER, WOMEN’S SHOE WE BUY | GET — VALUE 
OPERATION; medium and_ high price In Selling Your 

style shoes, large midwest city. Wonderful, op- SURPLUS AND COMPLETE STOCKS e SURPLUS STOCKS or 

portunity for right man. Address #361, tare BETTER GRA 

Boot & Shoe a order, 100 East 42nd Street, - " DE SHOES | e COMPLETE STORE 

New York 17, N.¥. __ FOR CASH CAMITTA SHOE CO. 

SHORT LEA ; PHILADELPHIA 6, PA. 

ANTED: A MAN WHO HAS HAD EX- SES ASSUMED aateemedians Ta Lombard 3-2062 
PERIENCE in scheduling Shoe Produc- YOUR NAME AND BRAND 

tion; one who can take full charge of making PRO 

of Factory Lists and Tickets on a production TECTED 

of Three Thousand Pairs of Men’s, Women’s, siebiaaa 

and Children’s Shoes. Factory located in Wis IRVIN RUBIN, INC, 

consin. Address #355, care Boot & Shoe Re- | 

oe, 100 East 42nd Street, New York 17, “The House of Jobs” 

. ee 

89 READE STREET MERCHANTS’ NEEDS 





New York City 
Phone BARCLAY 7-7887 














FOR RENT 
CASH PAID FOR 


STORE SHOE STORES 
NEAR CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


MACY'S—FLATBUSH B. SABIN 


93 READE ST. NEW YORK 13, N. Y. 
Telephone WOrth 2-2515 





Principals write 
ROSS, 54 STERLING ST., BROOKLYN, N. Y. 














wutcouces moet” | | AMAZING NEW LOW COST 


of Quality Shoes for Men, Women and 


WANTED TO PURCHASE Chilsten  mse clin | ADDRESSING MACHINE 

















BROITMAN-GAFFIN SHOES, INC. - 
148 Duone Street, New York 7, N. Y. | that easily addresses over 1000 
ILL PAY FULL VALUE FOR FAMILY 
We Se ee ae cae Telephone BEekman 3-729 cards, envelopes or statements per 
or Indiana. Please - full Fag eore at | | hour. 
ing inventory on hand at retail; length of lease } 
available, and 1948 ——- All ——— | | MASTER ADDRESSER — $24.50 
strictly confidential. Address #342, care Boot | H 
& Shoe Recorder, 100 East 42nd Street, New MY HOBBY | Complete Supplies 
York 17, N. Y. . Buying, Selling Shoes for 35 years ee ee Ws 6 +s, 
CASH TOP PRICES ‘i a7 
A SS Ae a MEN, WOMEN Discontinued stocks - euees on oe po 
AN N. ose-outs or com- any Satisfie oe Store Users 
plete Stocks. Will pay top cash prices. HARRY HESS S. Tigeasaare y PIETERS POS CRP LY, MIE PM 
STRAHL SHOE CO., Exporters and Isport- 76 Reade Street New York 7, N. Y. (0 Please send Master Addresser on 7 day 


eS le Se ee ee Se Telephone: WOrth 2-896! trial. ly | am not satisfied | will return. 
If | keep machine | will send $30.47. 


(— Please send information 








Name 


SELLYOURJOBLOTS| || TOP DOLLAR! | | |... won sat: 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 

















TT OR COMPLETE STOCKS . 1 crear ct a ap re) SR a aN 
ray ay agate me oo omnes ee Ke COPLAN Sls Co, 
Foremost Shoe Buyers Since 1906 132 No. 4th St. Phila. 6, Pa. CUSA 

COrtlandt 7-6378-9 Phone: LO 3-9533 5312 Excelsior Bivd. Mpls., Mian. 
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WANTED TO PURCHASE | ‘WANTED TO PURCHASE 


MERCHANTS’ NEEDS 








Quality Shoes for Men, Women 
and Children 
Scrupulous Protection fe 





BARIS BUYS for CA 
. * 





> Stores 
Short Term Leases Assumed 





Sur Name and Brand since 1932 


ARIS SHOE CO., Inc. 


New York 7, N. Y. 


Tel.: WOrth 2-5180 








MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








WINDOW REACHER — A SALES SAVER 


Sturdy Construction, will last a life time. 

















3 foot lemgth........ $5.25 
5 foot lemgth........ 5.50 
T foot lemath........ 5.75 





FLORO SALES SAVER COMPANY, Room 700, 503 N. Twelfth Bivd., St. Louis 1, Missouri 


4 





sad 





Spet new handise in your in on instent's 
time. Seve sales easily; try on shee ond reploce 
it without disturbing your regular window trim. 











NEW ADJUSTABLE | 


Price ticket 
Cur 


remains in 
for Price Tickets 
“= 


desired posi- 
=\ LL (4) 


tion at all 
times. 

This is an ex- 
clusive pat- 
ented feature. 


$5 gross 
$2.75 
half gross 


M. D. POLLINGER CO. 


HOLLAND BLDG. ST. LOUIS, MO. 














FREE LANCE WINDOW TRIMMER 
Over 20 Years’ Experience 
CAN HANDLE 5 MORE STORES—On Free Lance bas's 
BEAUTIFUL BACKGROUNDS—aAnd Displays 
I. STOLLER 
145 E. Clinton Avenue, Bergenfield, N. J. 
Phone: Dumont 4-51297W 








Mats AND Uleas 


FOR YOUuRrR 


NEWSPAPER ADVERTISING 


— if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 
A quarterly matrix service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 
e 


2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 





e 
VINCENT EDWARDS & CO. 
World's largest advertising 
service organization 
342 Madison Ave. 
New York City 














became a shoe salesman. He repre- 
sented the E. E. Taylor Shoe Company 
in New York State at the time of his 
death. He previously represented sev- 
eral other nationally-known manufac- 
turers. 

Surviving Mr. Brill are his widow, 
Mrs. Sarah Couper Brill, and a sister, 
Mrs. John B. Conklin. 


Philip H. Leckinger 


ROCHESTER, N. Y.—-Philip H. Leck- 
inger, 76, Rochester retail shoe dealer 
for many years, died recently. He op- 
erated a shoe store in the Mercantile 
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Obituaries 


[CONTINUED FROM PAGE 80] 


Building for a number of years and 
then moved his business to his home in 
St. Paul St. 

About two years ago he moved to 
Navarre Road where he carried on a 
limited business. He was a former 
secretary of the Rochester Retail Shoe 
Dealers’ Association. Surviving are 
his widow, Mrs. Martha Leckinger; a 
brother and a sister. 


Ray C. Egbert 


BozEMAN, Mcnt.—Ray Clarence Eg- 
bert, 62, owner and operator of Eg- 
tert’s Shoe Store, 42 E. Main, passed 
away quietly in his sleep in his home 
at 103 South Fourth Street, recently. 


Mr. Egbert had been a prominent 
Bozeman businessman for the past 
twenty years. He had become connected 
with the shoe business in Fremont, 
Neb., when he was 18 years old, and 
followed it until his death. Prior to 
1919, when he established his own shoe 
business in Lewistown, he had been 
a traveling representative for the 
United States Rubber Co., and the F. 
Mayer Boot & Shoe Co. In 1929, he 
moved his shoe store to Bozeman. 


He was active in civic organizations, 
having been a member of the Bozeman 
Chamber of Commerce, Masonic Lodge 
No. 18 and of the local Rotary Club. 


Born July 8, 1886, in Valley, Neb., 
Mr. Egbert was one of 11 children of 
Mr. and Mrs. A. S. Egbert, a pioneer 
family of that state. He married Olive 
Caldwell, also of Valley, in Omaha, on 
June 20, 1913. 


Survivors include his widow: a 
daughter, Mrs. R. H. Robbins; a son, 
Vincent C. Egbert; three grand chil- 


dren, Michael and Patricia Robbins, 
and Nina Marie Egbert; two sisters, 
Mrs. Marie Rohr and Emma Egbert, 
and several nieces and nephews. 


William H. Walters 


PITTSBURGH, PAa.—William H. Wal- 
ters, 59, former head of the shoe depart- 
ment in Jonasson’s Department Store, 
died recenily after suffering a heart 
attack in the store. 

Born in Waynesburg, Mr. Walters 
came to Pittsburgh as a young man to 
work for the Stewart Shoe Co., whole- 
salers. Later, he worked for Solomon 
Bibro Co., Rosenbaum’s, C. A. Verner, 
and Kaufmann’s, where he was a buyer 
for 25 years. He has been with Jonas- 
son’s for five years. His experience in 
the shoe business covered a period of 
40 years. 

He was a veteran of World War I, 
and a member of the First Presbyterian 
Church. Surviving is his widow, Mrs. 
Israel Katten Walters, who is an 
attorney. 


F. J. Heinz 


PITTSBURGH, Pa.—F. J. Heinz, 58, 
secretary-treasurer of Newell and 
Schneider Shoe Co., died recently at his 
home, 138 Dewey Street, Etna, Pa. 

He is survived by his widow, Mrs. 
Marie Fox Heinz; two daughters, Mrs. 
Olevia Thiel and Mrs. Mary Schmitt; 
a son, Henry; four grandchildren; a 
sister, Mrs. Catherine Apfelbach; and 
four brothers, John, Peter, Joseph and 
Edward Heinz. 
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Jogqin's, Inc. 


368 WALES AVENUE 


NEW YORK 54. N.Y. 


Yay 25, 1949 


Mr. Robert Lewis Stephenson 
Root and Shoe Recorder 

100 Fast 42nd Street 

New York 17, New York 


Dear Bob: 


I thought you mizsht be interested to know the resilts we 
rot from our first f:11 pase ad in the Boot and Shoe Recorder, 
April 15th issue. 


In direct, unsolicited business, we received orders for 
approximately two thousand dollars wortr. of shoes. There 
were also q:ite a few other reqrests for sanvles. From 
what our salesmen told us, after contacting the trade, it 
is our belief that the ad was very widely read. healers 
mentioned seeing it in 300t and Shoe Recorder and were 
aware of the Joggins name. In a number of cases, this was 
a definite door opener for our men and resulted in some 
very nice business. 


From this you can see we were very pleased with the ad 
and hope that our future advertising will prove to be as 





successful. 


Sincerely, 











aa = ; 
Bi/br Advertising Manacer \ 


The informed Retailer, Buyer, Shoe Fitter, 
keep merchandise in motion! Of an over-all 
PN =\OMr-ltleltexe Mb l-tamey-Vie Ma taatl tales oe) MM AUWALOR 
more than 15,000 subscribers* in the retail 


field are ever on the alert for the new, the 


y-1(-7-1e) ae elo promotional. That is why timely 


advertisements of attractive merchandise 


“pull” so well in Boot and Shoe Recorder. 

















*Plus 5000 Miscellaneous Subscribers, Shoe 
Manufacturers, their Salesmen, Tanners, 
Wholesalers and others whose business it 
is to make and distribute Shoes. 
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Today ehoe-shoppere demand more 
for leas. That's what they get in 
the sensational Joggineties—more 
quality. more comfort and less price 
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Greceful. advanced styling 

Fone allover soft ind rucdes 

Alivather counter pockets 

Al-leather sock bmage 

Ont trad fimsted soles 
14/8 heels 
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Joggineties have crashed 
the merket—to stay’ 





Se) ET Gee tee ape ent 
AD wodets\s thew colors oe ot 
weds Brows. 
Tows Teupr. Pertwey Green, 


Admirel Blue Slate Gray and Black 


Crerrd Ofc =m —- mae rem mat 
New York Showroom =: aammect supe 
Pittebergh Office ma mate compere crane oa 
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VELK 


(SIDE LEATHER) 
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4 sath the color standards for the 
N \-- BACK-to-SCHOOL parade 





Colorful Colonial Velka sets quality 
standards, too. This mellow, good 
feeling leather makes shoes that are 
obviously good values . . . an important 
factor in mothers’ confirmation of their 
children’s choice of shoes. Write for 


samples of Colonial Velka today. 


COLONIAL TANNING COMPANY, INC. 


Boston 11, Massachusetts 
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“RIGHT THERE” 
when it 
come to 
WEAR 


Great days ahead . . . Vacation days with more action 
afoot at camp, lake or seashore. Great days for kids yes, 
but “rugged” days for the shoes they wear! 


For well over a quarter of a century, strong, vigorous 
American boys have been stepping out in sturdy 
GERBERICHS that take the added strain of Vacation days 
right in their stride. Consistent use of the best materials 
available, well designed lasts and down-to-the-wood shoe- 
making have made them America’s most popular line of 
boys’ shoes and produced a growing army of healthy young- 
sters who stay with GERBERICH dealers from the tender 
age of five straight through to their College days. 


Offices: New York, Marbridge Building, Room 405. 

Los Angeles, 219 West 7th Street, Haas Building, 

- Room 919 © Philadelphia, 12 South 12th St., Room 914. 
QO MOUNT JOY, 
¢ PENNSYLVANIA 











